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MODEL 204-P 
DELUXE WASHER 


New dome -shaped, 
anti-splash tub, 20- 
gallons capacity to 
water-line. Fully 
enclosed wringer 
columa. Iaterlock- 
jag controls ia 
wringer-head pre- 
vent change of 
wrieger position 
while rolls are ia 
motion, patented. 
Double dasher and 
pump controlled by 
foot pedals. Automa- 
tic electric time con- 
trol. Finished in all 
white with ebony 


* 


MODEL DTI-s 
DELUXE 
REFRIGERATOR 


Twin -cylinder com- 
pressor driven by 


mounted on rubber. 


Automatic interior 
lighting. Vegetable 
crisper. Serving tray. 
Dairy basket. Glass 
defrosting tray 
Finished in all white 
porcelaia with 
ebony biack base. 
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MODEL 502-C 
DELUXE IRONER 


Roll rises to shoe. 
Heat regulated by 
thermostat. Balanced 


pressure maintained 
automatically. All 

within easy 
reach of right hand. 
Shoe release placed 
to keep hand away 
from hot shoe. Motor 
and all gears com- 
pletely enclosed. 
Vitreous porce- 
lain top on drop- 
back cabinet cover. 
Folding end - shelf. 
Gracefully fluted end 
panels. Comfortable 
foot rest. Finished 
ia all white with 
ebony black base 
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Gpex USERS 


ARE THE @peX DEALER'S 


BEST PROSPECTS 


HE GREAT ADVANCEMENT achieved in the 
design and construction of Apex electrical 
appliances during the last few years is now 
climaxed by the introduction of new models of 
striking beauty and possessing many new safety 
and labor-saving features. 


Any user of a single Apex appliance always has 
been the livest sort of prospect for other items 
in the Apex line. Now, more than ever before, 
the tremendous market, represented by more 
than 2,500,000 satisfied Apex owners, becomes 
a gold mine of opportunities—open to any dealer 
who knows how to take full advantage of user 
satisfaction plus the desire of possession which 
these new and outstanding values will create. 


Dealer margins allow for adequate sales 
promotion on the part of the Apex dealer, 
while strategically located warehouses permit 
quick turnover by making it unnecessary to carry 
large stocks on hand. A postcard or letter will 
bring you complete information by return mail. 


APEX 
ROTAREX 


CORPORATION 
Subsidiaryof The ApexElectrical Mfg.Co. 
Cleveland, Ohio 
snesi-calacaiidis 
APEX ROTAREX MANUFACTURING CO. 
Oakiand, Calif. 
picaieaii 


THE ROBERT MITCHELL COMPANY, LTD. 
Montreal. P. Q. 


MODEL 8-62 DELUXE CLEANER 

Mocor driven forward-sweeping brush. Dulle-in clecule tight. 3 
Pres-coe pedal adjuster for nozzle height with visible indicator. | 
Glove-fitting handle with convenient thumb costrol of — 
power. Witch-way handle. Super-powered 2-speed motor. _ 
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LET APEX STRAIGHTEN YOUR SALES CURVE lL m APPLIANCE TO FEATURE EACH SEASON OF THE Y 
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The 
Merchandising Month 


_ The writer attended two meet- 
ings last month where depart- 
ment store men and manufactur- 
ers discussed appliance merchan- 
dising. At both these meetings, 
(the N.R.D.G.A. Convention and 
the G.E. Merchandising Clinic) 
outside selling led all other sub- 
jects in interest. These depart- 
ment stores are fully alive to the 
opportunity offered by major ap- 
pliances. They see the market as 
great and growing. They are clear 
on the subject of their own mani- 
fest advantages in relation to this 
business. The utilities are making 
friendly gestures toward the de- 
partment stores and the depart- 
ment stores are taking all they 
can get from the utilities without 
notably softening their criticisms 
of rates, policies, etc. Most sig- 
nificant to this observer, depart- 
ment store men have a very hard 
headed understanding of the 
strength and weakness of their 
major competitor, the specialty 
dealer. 


COMMISSIONS 


HE specialty operator, depart- 

ment store merchandisers point 

out, has a selling advantage 
in his ability to pay higher rates of 
commission to salesmen. This is a 
serious matter to them and the reme- 
dies suggested include greater margins 
from the manufacturer or a bonus 
from the utility that will cover higher 
commissions for department store 
salesmen and sales supervisers. This 
demand for more margin is not con- 
fined to the department stores by any 
means. It is the batle cry of all re- 
tailers and tends to keep manufac- 
turers healthily active. The bonus idea 
is not so visionary. Already one large 
utility has a bonus plan-in operation 
applying to the sale of ranges and 
water heaters. The department store 
men, however, want such a bonus to 
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offset the specialty operators ability 
to pay better commissions and such 
bonuses when they come will be paid 
to all merchants alike. Part of the 
answer may be that department stores 
can get good commission men at lower 
rates than the specialty dealer. A re- 
sale operation analyzed at the Nela 
Park meeting showed this condition: 
the advantages offered by the store 
offsetting a higher commission rate. 
Even these lowered commission rates, 
however, are higher than the usual 
store selling expense ratios. Comp- 
trollers have not yet accepted general- 
ly the fact that creative salesmanship 
costs more money than a man behind 
the counter. 


SPECIALS 


NE of the most important sug- 

gestions made in the discussions 
at the N.R.D.G.A. meeting was about 
specials. The department head of an 
important eastern store pointed out 
the disadvantages of a special offer 
on regular merchandise and proposed 
to the manufacturers that they con- 
fine their specials to discontinued lines. 
Specials are an accepted element in 
department store selling, but unless 
they are restricted to models that will 
not again be offered at regular prices 
they create a great amount of cutomer 
dissatisfaction when goods are sold on 
time payments. 


RETAIL INCREASE 


HE better department stores are 

on the constructive side of this 
business which is good for the de- 
partment stores and good for the busi- 
ness. Competition between the various 
trade groups should develop more ac- 
tive sales tactics with the result that 
everybody’s volume will go up. For 
all indications increasingly point to 
1935 being a banner year. A general 
increase if some 15 per cent in all 
retail sales is forecast by conservative 
students of the situation. And electri- 
cal appliance volume is expected to 
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run proportionately better than any 
other retail lines. Manufacturers are 
so keenly awake to this opportunity 
that their selling plans for the year 
are far forward. Sales convention 
dates are a month or more ahead of 
former years. New lines are ready 
and all over the country at this time 
distributors and dealers are gathering 
to view 1935 merchandise and get 
themselves steamed up with 1935 
plans. Selling, therefore, will start 
early and gather greater momentum 
before the peak of demand arrives. 
Confidence in the size of that peak has 
resulted in great accumulations of 
stock by the manufacturers so that last 
summer’s refrigerator famine, for one 
instance should be less acute. 


OPPORTUNITY 


WO seasoned and for many 

years pioneered appliances should 
make a great spurt this year. The his- 
tory of appliance marketing shows 
that when a product passes a million 
saturation mark sales progress is in- 
creasing swift. Acceptance grows with 
great rapidity, sales resistance decreas- 
es, merchandising profit rises. The 
two products I have in mind are 
ranges and ironers. Because of costly 
pioneering the range has been largely 
sold by the power companies. They 
will again doubtless lead in sales. But 
with growing acceptance and as the 
pioneer stage passes in one community 
after another, the range becomes mer- 
chandise for the merchant. Ironers, 
on the other hand, have been neglect- 
ed by the utility merchandiser. This 
is not very logical since the ironer is 
a hefty load builder, but so it is, and 
the ironer belongs in the merchants 
list of opportunities. He has the best 
of prospect lists for ironer sales in his 
washer customers. It is the perfect 
follow up sale. 
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“LOVELL MEANS A BETTER 














OUR YEARS before the Civil War began the Lion 

Store announced its opening to the citizens of Toledo, 
Ohio. Adhering to the policy of selling merchandise of 
known quality at reasonable prices, the Lion Store during 
its seventy-seven years of existence has been forced from 
time to time to acquire additional space. Adjacent build- 
ings have been added until this successful store now 
occupies almost an entire block. 


The electrical appliance department is located on the 
ground floor, has its own street entrance and display 
windows. An inside entrance leads from the main store 
into this spacious department. A wide range of models of 
leading makes of washers, ironers, refrigerators, cleaners, 
and radios is displayed on the floor at all times. Appliance 








WRINGER 


Above: The spacious and attractively arranged 
electrical appliance department of the Lion Store, 
Toledo, O.—ome of the most successful operations of 
its kind in America. D. R. Nighswander, Manager. 








buyers may shop any week night until as late as nine 
o'clock, and a large number of new contacts and sales are 
thus made after five o'clock. 


Thirty-five highly trained specialty salesmen operate 
under the direction of Mr. D. R. Nighswander, manager 
of the department. Every salesman spends a large part 
of his time in outside selling. Every appliance sold is 
given a service check-up by a salesman within ten days 
after installation, with surprisingly profitable results. 


Considering the population and average income of the 
Toledo marketing area, the Lion Store probably does a 
bigger business in electrical appliances than any other 
department store of its size in America. 


Lovell takes pride in the fact that the manufacturers of the following leading makes of electric washers 
have chosen Lovell Pressure Cleansers as standard equipment: 


APEX Voss 
BARTON BOSS GENERAL ELECTRIC HOTPOINT “1900” wesTINGHOUSE 
BEE VAC CONLON HAPPY DAY MEADOWS NORGE WOODROW 

BLACKSTONE DELITE HORTON NATIONAL THOR ZENITH 
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For more than a half century Lovell wringers 
have been preferred by the experienced 
buyers of America’s leading retail establish- 
ments. Name acceptance and users’ satisfaction 
are the reasons for this universal preference. 


With this reputationof leadership to maintain, 
Lovell naturally employs 
every known safeguard 
to insure the uniform high 
quality of its product— 
continuous laboratory 
tests, engineering experi- 
ments, keen-eyed inspec- 
tion, field investigation. 


Lovell, and Lovell alone, 
builds in its own plants 
every part of its wringers 
from rollsto bearings. Thus 
Lovell is able to control 
the quality which has made 
the Lovell wringer famous 
throughout the world. 


The interlocking structural 
steel frames are electrically 
welded. No bolts or riv- 
ets. The laminated hand- 
made rolls are built of care- 
fully compounded rubber. 
Have tough treads that 
resist wear and abrasions. 
Roll pressure is evenly bal- 
anced and made adjustable 
to accommodate varying thicknesses of fabric. 
Selected hard maple bearings are processed 
to eliminate the need of oiling. These bear- 
ings cannot soil garments, and will outwear 
bronze. The safety mechanism releases roll 
pressure at the touch of a finger. No noisy 
gears to grease. 


An essential part of every washing process 
is the extraction of soiled water and loosened 
particles of dirt from the washed garments. 





Manager, Electric Appliance Department 
The Lion Store, Toledo, Ohio 





A Lovell Pressure Cleanser does this work 
speedily, quietly, safely—with the utmost 
satisfaction to the user and without injury 
to the daintiest fabrics. 


National advertising keeps the name “Lovell” 
before the women of America—impresses 
them with the fact that a modern electric 
washer offers the most economical and satis- 
factory means of keeping the American family 
provided with plenty of fresh, clean clothing. 








LOVELL MANUFACTURING COMPANY e ERIE, PENNSYLVANIA 


LOWIEILIL 
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_ Again ABC carries the banner of leadership with 
the most sparkling, brilliant. attention-compelling 


ABC Model Super 66 merchandise ever conceived. What the country’s 


New smart looking, modernly ° ° ° ° 
staled, ble odes mbes ebb leading merchandisers wanted in styling, stream- 
new streamlined fully enclosed ee ° 
plan aulamn dak aie aan lining, features, advantages and prices— ABC 


“Pinger - Touch” Safety Clothes 
Feeder. Chock-jull of new, ex 
elusive features 


gives them in the new 1935 lines of ABC Washers 
and Ironers. 


ABC Spinner Model 75 


There is but one Spioaner W asb- 
’ {BC bwilds it. 


Not only that—ABC offers this year the most daring and 
completely rounded-out merchandising plan ever devel- 





oped: New selling plans; new cooperative campaigns; ad- 
vertising helps of originality and effectiveness; training 
plans that will click immediately for big, quick. profitable. 


low cost sales. 


All thru the new ABC line of 4 Washers and 3 Ironers. there 
are selling advantages that sweep competition asjde. For 
instance, the new ABC Super 66 Washer, with its fully en- 
closed streamlined Wringer and “Finger-Touch” Safety 
Control Clothes Feeder, selling at a bargain price. repre- 
sents the world’s biggest value. Likewise. the other ABC 
Washers have features galore that place them head and 
shoulders above everything else. 


ABC Model 38 


New medium priced washer with 
(BC's mew “Finger-T ouch” Safe- 
y Clothes Feeder. 
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ABC offers you an absolutely different, revolu- 
tionary principle and design in Ironers. The New 
ABC Model WA Ironer with the Cabinet that 
ie : ie = . ABC Mode: WA 

swings out” is the last word in convenience and New idea in Cabinet style lron- 
ers. Cabinet swings at right an 
gles, providing ample shelf space 
for finished and ready-to-iron 
clothes 


efficiency and at its remarkably low price opens 
up new, untouched volume markets. 1935 will 
be the biggest Ironer year in history and ABC 


dealers are in position to take full advantage of it. 
Model WA in closed position, 
presents a compact, smart look 
ing, modernly styled Cabinet 
lroner 


ABC is the fastest growing line in America. With such 
unique, quality merchandise, at prices that attract buyers 
and make them buy. coupled up with the New ABC sure- 
fire merchandising plan that eclipses anything ever at- 
tempted. ABC is destined to grow even faster in 1935. YOU 
CAN ALWAYS DEPEND ON ABC to give you the kind of 
merchandise and selling plans that will place you way 
out in front of your competitors. Here’s your chance to make 


money. Don’t overlook it. Phone or wire. 


Altorfer Bros. Company 
Est. 1909 


Peoria, Illinois 









ABC Model ZA 
DeLuxe Kitchen lable lroner 
last word in modern bome con 
veniences. Lquipped with new 
convenience ollel feature 
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A large number of Alabama, Georgia and Ten- 
nessee homes still get their water from backyard 
wells. Electric pumps are among the first pieces 
of equipment these people are buying. 
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OUR correspondent has just returned from a trip to the Tennessee 
Valley where he has been checking up on the government's first year 
inthe electrical appliance business. 

Figures speak louder than words. So we can begin by stating the simple 
fact that, on the basis of industry quotas, that Tennessee and Georgia 
ranked in first and second places among all the states in the sale of electric 
refrigerators and electric ranges. Gseorgia led the country in refrigerator 
sales and Tennessee in range sales. 

In the sale of refrigerators, dealers were responsible for 70.3 per cent 
of the entire -71,960 units sold in the eleven months of 1934 in the states 
of Alabama, Georgia and Tennessee. Power companies sold the remaining 
9.7 per cent of the total. 

Here are the figures on refrigerator sales for 11.months in 1934: 


Both heating water and cooking in many of the 
rural homes is done by the old method of stocking 
an ancient stove with firewood. The sale of water 
heaters in the Valley is one of the surprising ele- 
ments of the Electric Home & Farm Authority's 
































POWER CO. SALES DEALER SALES 
Total % of %. of % of 
Sales Quota | Number Total Number Total 
Alabama 16,511 239.3 4,071 24.7 12,440 753 
Georgia 29,030 363.9 9,970 343 19,060 657 
Tennessee | 26,419 281.3 7,344 2778 19,075 72.2 
Total 71,960 21,385 29.7 50,575 70.3 
Quota Realization for United States, Eleven Months, 1934 132.7 
Per Cent. 
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The story begins, you remember, 
with the formation of the Tennessee 
Valley Authority, designed to develop 
the power resources of the Tennessee 
Valley and provide what has popular- 
ly become known as a “yardstick” for 
determining the cost of electric service 
to the consumer. With Wilson Dam 
operating and authorization for Nor- 
ris and Wheeler Dams to be con- 
structed, TVA reached its second 
phase—the necessity of finding an out- 
let for the present and potential pow- 
er output provided. There followed 
the formation of a TVA subsidiary, 
Electric Home & Farm Authority, 
which had a three-fold purpose: 

1. To develop cheaper electrical 
appliances. 

2. To provide long-term, low-cost 
financing on ,appliances. 

3. To do an intensive promotional 
and educational job to the con- 
sumer. 

As a base for the entire program, 
of course, was TVA’s program for 
cheaper power rates—a program al- 
ready in effect in those smaller com- 
munities buying power direct from 
TVA and, to a lesser degree, in effect 
in a much wider area where private 
power companies, either of their own 
initiative as in the case of the Com- 
monwealth & Southern properties; or 
through cooperative agreements, had 
put in effect rate reductions entitling 
them to participation in the EH & 
FA financing program. 

From discussions with TVA exe- 
cutives, utility commercial managers, 
distributors and dealers, two or three 
things stand out. They cannot be said 
to be over-all conclusions because 
many phases of the Electric Home 
& Farm Authority's program are still 
in a state of organization; other phas- 
es have had but a few months to 
prove themselves in the field. And 
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Believe it or not—this is how thousands of rural 
families living in three states within the Tennessee 
Valley do their cooking. A big frypan over a wood 
fireplace in the backyard, a mess of razorback or 
ham and the family is ready to eat. Last year these 
states led the country in the sale of electric ranges. 














over the entire work there must be 
taken into consideration the fact that 
an all-embracing job such as the Ten- 
nessee Valley Authority has under- 
taken is dependent upon a certain 
degree of momentum—a quality which 
can only be achieved when the various 
units of the program are working in 
harmony ; when public acceptance and 
enthusiasm replaces public lethargy; 
when the cold facts and figures of ac- 
complished results bolster the hopes 
of the inspired theorists. 

But those facts are, in part at least, 
now available! The purely engineer- 
ing phases of TVA have marched 
ahead steadily, in many cases months 
ahead of schedule. The work of build- 
ing dams, constructing roads and com- 
munities, preventing soil erosion, and 
opening up rural lines has gone on 
apace with praise-worthy results. The 
Knoxville, Tenn., headquarters of 
Tennessee Valley Authority has creat- 
ed an admirable organization in their 
staff of architects, land and home 
planning engineers and electrical con- 
struction men. 

We know that another phase of 
TVA-—chiefly the negotiation for the 
sale of Electric Bond & Share’s dis- 
tribution system in Knoxville to TVA 
—has encountered unexpected difficul- 
ties and that, to date, what looked like 
an important outlet for TVA power 
has been held up indefinitely due to 
legal technicalities. It has not been 
held up due to the public—they voted 
for a municipal system as did Bond 
& Share’s other Tennessee property, 
in Memphis. And even today, public 
feeling is high for TVA and a com- 
pletion of the negotiations for the 
sale of the Knoxville properties. In 
other, smaller communities, there has 
been a public clamor for participation 
in the New Deal’s TVA program. 
Some 300 communities have applied 
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for power to date. Many of the small- 
er, rural communities have formed 
cooperative organizations, banding to- 
gether to supply themselves with 
TVA power. 

Which brings us to the third phase 
of TVA—the operations of the Elec- 
tric Home & Farm Authority — a 
phase with which this article is prin- 
cipally concerned. In operation little 
less than a year, EH & FA has its 
headquarters in Chattanooga, Tenn., 
where elaborate showrooms are main- 
tained to bring the message of do- 
mestic electricity more forcibly to the 
public. It might be well to remind the 


reader here, though, that most of the 
good work that EH&FA have to their 
credit is not confined to the larger 
centers of the Tennessee Valley and 
the cities of Birmingham and Atlanta. 
It is through the smaller communities 
that EH&FA has had its greatest ef- 
fect. Of that, more later. 

The first question that comes to the 
mind is whether the EH&FA three- 
fold program produced the results 
that were anticipated. We can answer 
that definitely: It has produced re- 
sults already and with the growing 
interest and impetus that attaches to 
the movement, it is producing greater 


A year ago, the government 
began building the model 
homes at Norris, Tenn., de- 
signed to house the married 
workers and engineers of the 
Norris Dam. Today three 
types of houses make up a 
modern community: brick, 
wood and pressed concrete. 


(Right) The type of built-in 
electric house heating system 
employed in the model houses 
at Norris, Tenn. They repre- 
sent an average demand of 
about 13 kw. 


(Below left) TVA models of 
electric water heaters and 
electric ranges in one of the 
Norris homes. These are the 
services rapidly replacing the 
obsolete water heating and 
cooking methods seen above, 
opposite. 


(Lower right) Plenty of elec- 
tric hot water for the dishes 
and TVA model refrigerator 
to preserve food. One of the 
kitchens of the model house 
at Norris, Tenn., which is be- 
ing taken as the objective for 
the residents of the Valley. 


What has happened 
in the Tennessee Valley 
since the formation of 
the Electric Home & 
Farm Authority—an 
on-the-ground report. 


By 
Laurence Wray 
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The HAAG Mechanical 
Hand Safety Feeder 


This is mot metely a modified wring- 
er. le is a fundamental improvement 
in the process of wringing clothes. 

There have been many refinements 
in washing machine wringers. But 
the wringing operation—which is 
equally important to the washing ac- 
tion—has remained the same tedious 
process it was twenty-five years ago. 


Years of Development— 
Two Years of Use 


After years of work the Haag Bros. 
Co.—who have contributed so much 
to the development of modern wash- 
ers—were the first to present to 
dealers and buyers a simpler, faster 
and safer way of wringing clothes 
This is made possible by 


The Mechanical Hand 
Safety Feeder 


1. It materially speeds up the op- 

eration of wringing clothes 

2. It feeds the clothes to the wringer 

more easily—nearly automatically. 
It eliminates the ordinary causes 

of washer accidents. 


The wringing operation is entirely 
revolutionized with the Haag Me- 
chanical Hand Safety Feeder. Small 
pieces are tossed into the convement 
receiver as rapidly as they can be 
gathered up. The ends of large 
pieces are dropped in with equal 
ease. In most cases the rolls pick up 
the work automatically and carry it 
through the wringer. Occasionally 
it is necessary to start the piece by 
simply touching the polished alum: 
num plate that stands guard between 
the rolls and the operator's hands 
Wringing ume is reduced 25 per 
cent or more 


An Advantage You Can Demon- 
strate—Not Merely Talk About 


This revolutionary improvement 
gives Haag dealers an outstanding 
advantage in competitive selling. It 
draws crowds. It makes graphic floor 
demonstrations. It sells higher priced 
models. It proves its worth to every- 
one whw sees it properly demon- 
strated 


Let us send complete information 
We will show you something about 
washer demonstrations that you have 
never seen before. Write to— 


HAAG BROS. CO 
Peoria, Illinois 





. ~ 
THE NEW WAY 
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results every day. Some 400 dealers 
in the Tennessee Valley area are now 
directly cooperating with EHFA and 
taking advantage of the financing pro- 
visions. Many more—such as in Knox- 
ville, for instance, where no contract 
exists between the power company and 
EHFA, have received the benefits of 
the wide publicity and promotion, 
without being able to participate di- 
rectly in the financing and selling of 
TVA models. Many dealers who 
were openly antagonistic to the aims 
of EHFA, looking upon it as a pro- 
gram that would benefit the utilities 
chiefly, are now enthusiastic in their 
praise and report greatly increased 
volume since its inception a year ago. 

The utility pdint of view toward 
the movement was ably expressed by 
a Commonwealth & Southern com- 
mercial executive who, while deriding 
the fact that TVA had been instru- 
mental in forcing them to make rate 
reductions, said that it had been in- 
valuable in waking utility men gen- 
erally into some realization of the 
enormous potentialities of the domes- 
tic electrical market. As TVA have 


approved the promotional rates that 


are in effect in the Commonwealth & 
Southern properties in Chattanooga, 
Nashville, Atlanta and Birmingham, 
both utilities and dealers in those ter- 
ritories are eligible to participate in 
the TVA program. 


N actual appliance sales, dealers 

told the writer they had enjoyed 
increases in 1934 ranging anywhere 
from 35 per cent to 350 per cent. 
In Knoxville, dealers found them- 
selves riding the crest of a buying 
wave such as they had never known. 
Public interest in the TVA program 
stimulated by the front-page news of 
its progress brought customers flock- 
ing to stores and put them in a sym- 
pathetically receptive mood for inter- 
views with house-to-house salesmen. 
And here—as some indication of the 
public attitude toward the TVA pro- 
grams a program it feels has brought 
new life and opportunity to them— 
when the negotiations for the sale of 
Knoxville’s Tennessee Public Service 
Company to TVA were held up by 
1 group of ice and coal dealers, sales 
of electrical appliances were brought 
to a virtual standstill. Buying ranges 
and refrigerators and water heaters 
under the stimulus of promised lower 
rates and with financing from EHFA, 
is a different proposition to buying un- 
der conditions that existed prior to 
the injection of T'VA into the mer- 
chandising picture. So they told deal- 
ers and so the dealers had to rest. 
In many cases, dealers showed the 
writer orders on the books, orders 
that he may go ahead and deliver and 
install—but not until Knoxville has 
its own distribution system with TVA 
power or has succeeded in buying the 
existing private company. 

“As soon as this Tennessee Public 
Service muddle is over or as soon as 
a spade goes into the ground to build 
i municipal distribution system’’, one 
dealer said, “The people will flock in 
to buy appliances. On the mere prom- 
ise of a new deal here last year we in- 
creased our refrigerator sales over 
250 per cent.” 

Another prominent furniture store 
man said “If the TPS-TVA deal 
were closed on Monday, we could sell 
out every range we have in stock. In 
the meantime it is almost impossible.” 


The same dealer reported a 50 per 
cent increase in general appliance sales. 

Another dealer who concentrates 
on washing machines (Maytag) which 
are not affected by the EHFA financ- 
ing plans and in which there are no 
TVA models, reported that the TVA 
promotion had been responsible for a 
70 per cent increase in his sales over 
the year before. 

Furniture, department stores and 
some of the larger dealers have 
branches in Chattanooga and Nash- 
ville in many cases. These include 
Sterchi’s (furniture), Miller Bros. 
(department store), Sears-Roebuck 
(chain), East Tennessee Electric 
(dealer), Fowler Bros. (furniture) 
and others. 

But the evidence of the dealers is 
that even in Knoxville which has no 
TVA power, no contract with EHFA 
for TVA models and financing, no 
display and promotion such as is in 
effect in Chattanooga, Nashville and 
a dozen other communities, has enjoy- 
ed large increases in appliance sales 
on regular standard lines. 

The same thing is true of dealers in 
the other localities except that their in- 
creases were even greater. One of the 
things that EHFA did not look for, 
perhaps, was the fact that dealers have 
virtually ignored T VA-emblem models. 
There is a sound reason back of their 
attitude: the necessarily low mark- 
ups on the cheaper appliances, the fact 
that, as yet, this merchandise has not 
opened up any great low-income mar- 
ket, and the additional fact that they 
look upon the contingent liability 
clause of the three and four year fin- 
ancing as something of a risk consid- 
ering the relatively unimportant mar- 
gin available in selling TVA models. 
Besides, while sales can be obtained 
on the larger models of ranges, re- 
frigerators and water heaters in their 
standard line, there can be little point 
in putting their promotional and sell- 
ing effort on the smaller models. 

That, in effect, is what the utilities 
did, too, despite the hullabaloo and 
protests attending their sale of so- 
called “iterim’’ boxes. Out of 10,428 
refrigerator sales in 1934, the Georgia 
Power Company sold only 3,500 “in- 
terim’” and TVA-model refrigerators. 
The Tennessee Electric Power Com- 
pany in Chattanooga, had a consider- 
ably higher percentage of lower-pric- 
ed refrigerators and ranges, 5,100 
TVA and “interim” refrigerators be- 
ing sold out of a total of 7,832 boxes. 
In addition, they sold 2,138 TVA- 
model ranges out of a total of 3,810 
ranges. Water heaters went almost 
entirely TVA with 1,054 of the 
cheaper units being sold out of total 
sales of 1,762 water heaters. 


T was to be expected, however. 

that power company sales of TVA 
model ranges and water heaters and 
TVA and “interim” models of ° re- 
frigerators would considerably outrip, 
on a percentage basis, the sales of 
dealers. With revenue and load-build- 
ing as their chief aims, power com- 
panies concentrated on the easiest ap- 
pliance to sell. Those naturally were 
the models selling at the lowest price 
and with the longest financing. Deal- 
ers cannot concern themselves with 
kilowatt-hour consumption: they have 
to sell up in the higher price brackets 
if there is going to be sufficient mar- 
gin to pay the rent, buy shoes for the 
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salesmen’s babies and leave something 
over for a rainy day. And so, in the 
area covered by the Tennessee Power 
Company, including Chattanooga, 
Nashville and some 370 small towns, 
dealers accounted for about 6,000 re- 
frigerator sales, 399 range sales and 
53 water heater sales. Of those only 
253 were TV A-model refrigerators, 
50 were TVA ranges and 9 were 
TVA water heaters! 

But TVA and EHFA helped them 
sell those higher-priced ranges and 
water heaters as evidenced by the fact 
that the year before those same dealers 
only sold between 20 and 30 ranges 
and not a single water heater. 

As regards utility sales: while, un- 
doubtedly, promotional rates and di- 
rect rate cuts went into effect months 
before the signing of agreements with 
Electric Home & Farm Authority or 
Tennessee Valley Authority and may 
not, as such, be credited to the gov- 
ernment’s efforts, some part of their 
large increases over the year previous 
must be in part at least due to TVA 
promotion. 

Georgia Power's comparative sales 
figures for 1933 and 1934 are as fol- 


lows: 


1934 1933 
Refrigerators 10,428 3,619 
Ranges 3,577 652 
Water Heaters 1896 117 
Water Pumps 276 =‘16!1 
Washers 911 237 
Ironers 314 40 
Irons 20,261 4,961 


With other small appliances includ- 
ed, Georgia Power's net merchandise 
sales amounted to $2,579,142.18, and 
the average kilowatt-hour residential 
consumption went up to 888.3 for 
each of their 116,255 customers. Re- 
sults like that are not attained in a 
few months. There are a number of 
towns on the lines of the Georgia 
Power Company that have an average 
residential consumption of 1,000 to 
1,200 kilowatt-hours 

Over in Chattanooga, the compar- 
ative sales of major appliances for the 
Tennessee Electric Power Company, 
another C & S subsidiary, were as 
follows: 


1934 1933 
Refrigerators 7,832 1,600 
Ranges 3,810 1,079 
Water Heaters 1.762 394 


Those figures are not for Chat- 
tanooga alone but for all the TEP 
properties in Tennessee embracing 
some 94,000 domestic customers. As 
already stated above, a_considerable 
percentage of Tennessee Electric 
Power's increase came from the TVA 
models and so TVA and EHFA must 
be given credit for a large part of this 
company’s increased business. Some in- 
dication of just how important that 
was and will continue to be was given 
by one of the company’s chief com- 
mercial executives. An examination of 
their records, he said, had disclosed 
the fact that 65 per cent of their cus- 
tomers buying merchandise in 1934 
were in the $1,500 income class or 
lower. Another important disclosure 
was that 30 per cent of those cus- 
tomers wanting to buy a refrigerator, 
a range or a water heater had been 
turned down as poor credit risks. In 
other words, the considerable promo- 
tion and educational effort which 
EHFA injected into. the picture is 
reflected not only in actual sales but 
in people showing a willingness and 


a desire to buy even beyond their 
means. 

The Lesson of Lauderdale 

One of the most interesting phases 
of the entire TVA and EHFA pro- 
gram is that dealing with the opening 
up of new territory in rural districts. 
One of the most persistent criticisms 
of the TVA activity has been that the 
inhabitants of Tennessee, Alabama, 
Georgia and Mississippi enjoy about 
the lowest purchasing power of any 
states in the Union. “What are these 
poor farmers going to use for money 
when they do have electricity?” has 
been the current sneer. Rates couldn’t 
be low enough and appliances cheap 
enough to make buyers out of natives 
who were burning oil for light, pump- 
ing water from a well, washing 
clothes over a piece of corrugated tin, 
and frying their razorback over a 
wood stove. 

Well, they connected up 175 of 
these poor people in the rural county 
of Lauderdale, Ala., a few miles from 
Muscle Shoals. At the time of this 
writing they had been on the lines 
60 days. A questionaire was sent to 
them by EHFA asking them, among 
other things, what equipment, if any 
they had purchased, what they paid 
for it, where they bought it and what 
they intended to buy in the near 
future. 


F the 175 customers, 173 answer- 

ed the questionaire. Many were 
the human stories of light brought into 
the home for the first time, of lives 
brought closer to civilization, through 
the singing wires that entered their 
homes. Most surprising, however, was 
a list of their purchases in that 60- 
day period: 135 radio sets at an aver- 
age price of $58.19; 29 refrigerators 
at an average price of $223.55 (19 of 
them were 9 cu.ft. boxes!) ; 14 ranges 
at an average of $101.36 per range; 
5 water heaters at an average of $48.- 
20 per water heater; 16 washing ma- 
chines averaging $85.20 per washer; 
and 27 water pumps at an average 
of $184.39. 

In all, those 173 poor farmers of 
Lauderdale had spent $39,083, an av- 
erage of $225.91 per family! I was 
sitting at the desk of George Mun- 
ger, EHFA commercial manager, 
when he gave me the information. 
The phone rang. He turned to me 
and said, “They have just bought an 
additional $10,000 worth of electri- 
cal appliances.” 

And just to make the record com- 
plete we might add that not only 
all this electrical equipment was 
bought from local dealers, but that 
more than half of the sales were for 
cash! The remainder arranged to pay 
in one and two year periods and only 
a smattering took advantage of 
FEHFA's three and four year finance 
periods. 

That financing program, inciden- 
tally,,is one of the surprises of the 
year. Because dealers were not con- 
centrating on TVA model refrigera- 
tors, ranges and water heaters, there 
was comparatively little call for fi- 
nancing. Power companies _ selling 
TVA models did their own financing. 
What dealers want and what they are 
getting in communities using TVA 
power, is financing on their entire, 
regular line of refrigerators, ranges 
and water heaters. Indications were 
that some such arrangement would be 
made available in the near future. 
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JAMES PARKER 


Wicholdt Department Stores, Chicago 


WE at Wieboldts, believe that 
major appliance selling in 1935 
will follow an altogether different 
trend than that of the past five years, 
in that the independent specialty deal 
er is going to be more important than 
ever before. 

Dealer's credit will undoubtedly ex 
pand—manufacturers will no longer 
be unwilling to sell them; finance 


houses will no longer call a halt on 
their time payment selling. 

We believe that department store 
competition next year will be not so 
much from one another as from a 
host of specialty dealers. They are 
the ones, after all, who originally 
had the appliance business; and then 
department stores came along to take 
much of it away from them while at 
the same time expanding the market. 

It is a singular thing that depart- 
ment stores did not really begin to 
get excited about major appliances 





until they were forced into it by man- 
ufacturers who, with the advent of 
the depression, had to get big volume 
orders. Department stores offered the 
only market. 

Having had this good business hand- 
ed to us on a platter, we carved down 
retail prices to such an extent that 
the dollar spread between cost and 
retail did not allow the independent 
dealer to operate. 

Yet we have gone along perfectly 
contented with this small margin 
(small in the sense of both percentage 
and dollars) while all around us spe- 
cialty dealers with far less overhead 
than ourselves have gone broke. 

Now, however, retail prices are go- 
ing up and will go still further in 
1935 with the result that big stores 
will not be able to shoot low priced 
promotional items as they have here- 
tofore. At the same time the specialty 
dealer will have his larger dollar mar- 
gin with which to operate—and re- 
member that unlike so many of us, 
the specialty dealer pays his expense 
in dollars rather than percentages. 

What are we going to do about all 
this? I take it that we shall not stand 
idly by, that we shall want to do 
battle with the enemy. I'd like you to 

) 


The Battle 


think with me, if you will, of appli- 
ance selling in 1935 as being a hard 
fight; and as a convenience let’s think 
in terms of naval warfare—the special- 
ty dealer’s fleet against ours. 


The Dealer's Big Guns 

Let us then consider what three 
men-of-war the specialty dealer has. 

The first is price cutting, and it’s a 
destroyer. We always regard this ship 
price cutting of his as first in the line. 
I think, however, it is oné we can 
easily attack and put back to number 
three position. 

This ship price cutting has three 
gun turrets; deliherate price cutting, 
excessive trade-ins, and lower finance 
charges. We must certainly agree that 
department stores and furniture stores 
cannot match the specialty dealer in 
the price cutting business inasmuch 
as our overhead is actually higher 
than his. Since the need of an in- 
crease in gross margin jis recognized 
we can’t proceed with price cutting. 

In addition to the methods which 
we are considering for increasing gross 
margin it seems to me that we could 
legitimately demand a bigger discount 
from the manufacturer than the spe- 
cialty dealer receives, on this basis 
(and mind you, I am not being a/to- 
gether facetious )—let the manufactur- 
er levy a charge against the dealer 
and pay this sum over to us as recom- 
pense for our acting as the dealer's 
show-room. 


Repair Business 
The dealer's second ship is his re- 
pair business. Inasmuch as it is not 
quite so formidable a ship as price 
cutting, it has only two gun turrets. 
First of these is repairs at a profit. 
The dealer, in fact, makes so much 
profit on his repair business that usu- 
ally he is able to pay the complete cost 
of the free service which he must 

render on the goods he sells. 
The second gun, (which is long 
range, but effective) is his use of re- 
pair prospects to sell new appliances. 














The SPECIALTY DEALER 


The specialty dealer has three ships: Price 
Cutting, Repair Business and Outside Selling. 
The first ship is a destrayer with three guns — 
deliberate price-cutting, excessive trade-ins 
and lower finance charges. The second ship 
has two guns — profitable repair business and 
use of repair prospects to sell new appliances. 
The third ship is the flagship and has four big 
guns—close supervision, big commissions, bet- 
ter man power and programs for new leads. 
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Now the specialty dealer can’t possi- 
bly operate his repair business without 
contacting a wide clientele, and the 
only means of doing this is the use 
of an outside selling program. He is 
listed in the ’phone book as an author- 
ized service dealer for several brands 
of appliances. Above all, he does a 
good job of repair. 
Outside Selling 

We come finally to the specialty 
dealer’s most important ship—outside 
selling. It is at once both his flagship 
and his strongest vessel. Because of 
its superior strength and speed out- 
side selling has four big guns. 

First is close supervision. The spe- 
cialty dealer is in most instances his 
own supervisor. He knows personally 
the traits of every one of his salesmen 
and they are unable to put anything 
over on him. 

Furthermore, he himself is usually 
a graduate of the outside selling acad- 
emy and knows more about the busi- 
ness in all its details than does any 
of his salesmen. 

He is able to go out with them in 
closing sales and contacting customers. 
He is able to demand full time work 
and careful reports. He knows what 
to look for in his reviewing of re- 
ports. 

In short, he is right on top of the 
situation every minute. 

Big commissions is the second gun. 
Whereas most department stores .pay 





anywhere from 4 to 10 per cent gom-~. 


mission the specialty dealer begins 
10 per cent and pays more f 
profit and higher priced goods. 
pays so much commission, in fact 
that many times department store 
salesmen have been tempted to turn 
over sales to specialty dealers because 
their mere “cut” from the dealer's 
salesmen would be higher than the 
full commission we would pay him. 

Naturally, big commissions are an 
incentive for more aggressive selling, 
although they may be also an incen- 
tive for slippery dealing. 


J 


Third gun is better man power, as 
a result of big commissions, close su- 
pervision, and program. Because of 
the fact that the dealer is in such 
close contact with the individual ac- 
tivities of each of his men he is able 
to weed out the weak ones. 

Moreover, the specialty dealer gives 
his men a much more intensive train- 
ing, with constant follow-up, than do 
most department stores. 

We come now to the dealer's big- 
gest and most important battery of 
guns: program. It has range finders 
to get new leads; and the guns them- 
selves properly trained on their objec- 
tive; follow up all leads. 

He also uses his wide variety of 
club contacts; and digs up new leads 
from the use of such services as tele- 
phone directory, announcement of mar- 
riage licenses, birth announcements, 
and rental changes. 

The dealer is forced to rely a great 
deal, however, on cold canvass to find 
new leads. This simply means going 
up and down the street ringing every 
door bell. Nothing is so disheartening 
to salesmen as this; and I shall en- 
deavor to point out to you that in the 
building of our outside selling pro- 
gram we won't need to consider cold 
Canvass. 


GALLOWAY 











The DEPARTMENT STORE 


The department store has three ships, too: 
Buying Power, Advertising and Traffic and Rep- 
utation. The first of these ships has three guns 
—extra discount, promotion of off-brands at 
lower prices and quantity purchases. The sec- 
ond ship has three more guns—heavy newspa- 
per advertising, manufacturer's cooperative ad- 
vertising and store traffic. The third ship's three 
gun turrets include better credit, longer pe- 
riods in business and variety of goods offered. 




















BIG GUNS 


that department 
stores and specialty 
dealers will bring 
into action 


By 
JAMES PARKER 


Wieboldt Department Stores, Chicago 





From a speech made at the Convention df the 


National Retail Dry Goods Association 


15, 1935 


Department Store Fleet 


The first department store “ship” 
and the one on which we seem to 
pride ourselves most is buying power. 

There are three guns on this ship 
of buying power. The first is an ex- 
tra discount on nationally advertised 
brands. There is a good deal of mis- 
conception about this, however, and 
I think many of us would be sur- 
prised if we knew how many specialty 
dealers were getting the same dis- 
counts we are and in certain in- 
stances bigger discounts. 


January 


For whereas our total appliance 
volume may be larger than that of 
the dealer, he may sell a great deal 
more of a particular brand than we 
do. That manufacturer then often 
feels justified.in giving him a longer 
discount than he gives us. 

Second gun is our promotion of off- 
brands at prices lower than those of 
nationally advertised products. This 














































gun is sometimes over-rated, too, in 
ismuch as very often these off-brands 
nishre. The service cost runs too high. 
\lanufacturers won't co-operate in 
the matter of repair parts, etc. 

The third gun is that of quantity 
purchases, particularly of close-outs, 
which are made primarily to get a 
lower retail price rather than a longer 
proht. 

ldvertising and Traffic 

Ihe department store's second ship 
s that of aduertising and traffi. 
Here, also, we have three guns. The 
first of these is our heavy newspaper 
idvertising. We are equipped to do 
t and the specialty dealer isn't. The 
second gun is cooperative advertising 
vhich we secure from the manufac 
turer to match that which we give to 
his brand out of our own budget. And 
the third gun is, of course, the matter 
it store traffic. 

But these three guns are all too 
itren ineffective, for our salesmen are 

« prone to sell the advertised low- 
vrofit merchandise. They are afraid 
to take a chance of losing a sale by 
stepping When we 
uen't advertising many of them are 
simply sitting around in the depart 
nent waiting tor customers to come 
to them. The result is poor morale 


customers up. 


together with a great deal of “con 
iving’ and “griping.’ 
Reputation 


ur third ship is that of reputation 
and it, too, has three gun turrets. The 
first is better credit. We are able to 
jo business with manufacturers on a 
better terms basis than is the specialty 
lealer. 

Second gun is the fact that usually 
we, the department stores, have been 
n business longer. The general public 
knows our name, they know people 
vho have bought things from us over 
i long period of years. They are in- 
lined to believe that we couldn't 
have remained in business so long 
were we not always willing and able 
to stand back of the things we sell. 

\We aren't limited as to the amount 
of time payment business we'll do, ex- 
ept as we ourselves might set an ar- 
bitrary limit. We aren't restricted by 
unyone but ourselves as to the instal- 
nent terms we set up. 

Third gun is the variety of goods 
which our store offers. Our customers 
buy from us dresses, groceries, shoes, 
ind a wide variety of other goods. 
It is natural that they should think 
also of us when they want to buy 
najor appliances. 

You'll note that the specialty deal- 
er's first ship is price cutting. Our 
salvation in beating this first ship lies 
n closing our sales before he gets a 
hance to fire away with his price 
utting. 1 would therefore assign two 
two of our ships, namely buying pou 
er and advertising and traffic to head 
off the dealer's price cutting. 

Then there's the specialty dealer's 
repair’ business. What we must do is 
build a ship of our own to put along- 
ide nis. 

We can have the same two guns as 
he, namely earning profits and get- 
ting leads. Then we have an excel- 
lent chance of increasing our effective 
ness a bit by adding a third gun—fair 
In other words, let's not fol 
ow the dealer's example and over 
harge terrifically on repairs so as to 


rr » 
prices 


force a customer into buying a new 
ipphance. 

We have agreed that we, too, 
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are to have a ship of outside selling. 
The most important job we have to 
do in building our ship is to get close 
supervision. Whenever we, at Wie- 
boldt’s, tried outside selling we al- 
ways failed until recently because of 
that one thing—supervision. 

“Our department managers were 
selling managers. They sold goods and 
received the same commission as did 
their salesmen. In addition to that 
they received a small weekly salary 
to compensate them for the various 
kinds of bookkeeping which they were 
required to do and the time off which 
they were compelled to take to go into 
the markets with me and to review 
forthcoming promotional campaigns. 

“We now, however, have a pro 
gram, keeping our department manag- 
er setup as it is.at the present with 
this one all-important addition. Each 
of them will receive an override on 
the business done by his salesmen.” 


Dealers Sales Expense High 


Manufacturers in the last few years 
have urged outside selling on all of 
us. One of them disapproves of our 
plans for compensation and supervi- 
sion at Wieboldt’s, and I asked him 
how much we should pay for sales 
and supervision expense. His answer 
was: “Upwards of 16 per cent.” 
When I demurred, he immediately 
began to tell the old, old story of de- 
partment store accounting, and the 
unfair proration of overhead expense 
against the appliance department. 
“We could pay 16 per cent and more 
if it weren't for this unfairness.”’ 

Certainly I believe that a lot of 
these charges are unfair, and I’m will- 
ing to say that my reasons are the 
same as his, namely, far fewer trans- 
actions and much higher unit of sales. 

As compared with the store’s aver- 
age, must not most of us admit that 
our sales and supervision expense is 
already much higher?—that our ad 
vertising expense is greater ?—that it 
costs us more to warehouse aud de- 
liver appliances ?—that it costs us more 
to service our customers ? 

Manufacturers tell us, too, of suc- 
cessful specialty - selling operations 
which have paid 16 per cent or more 
for sales and supervision. I'll agree 
that they were undoubtedly successful 
in sales volume, but how about profit ? 
And who are these operators? 

Does the independent dealer make 
money paying big commissions and 
bonuses? Well, I wonder. Those 
many who are bankrupt surely didn’t. 
And if there are any who do, remem- 
ber that they are the dealers who sell 
personally, with those big commissions 
and bonuses paid to themselves in a 
great many instances. Remember, al- 
so, that they probably have a big re- 
pair and service income. 

There is one type of outlet which 
does make money in spite of 16 per 
cent sales and supervision expense, 
however. He’s the fellow who is both 
wholesale distributor and _ retailer 
charging his retail expense against a 
gross profit made available by his dis- 
tributor’s discount. I don’t think 
you'll be surprised to learn that the 
manufacturer who wants us to pay 
16 per cent is one whose‘ wholesale 
distributor in Chicago also conducts 
a big retail business. 

No, until we department stores get 
distributor's discounts, we honestly 
cannot afford to run an outside sell- 
ing operation in the grand manner. 
We'll be doing pretty well if we sim- 


ply do these things: Follow up all 
leads, use our users, use our preferred 
account lists. 

Even to do that, however, requires 
an outside selling program. We must 
have a modest one. It requires super- 
vision, and we'll have that. We'll pay 
as much as we can but it won't 
amount to anything like 16 per cent. 


10 Rules 


—for a depart- 





ment store’s ap- 


pliance operation 





By Herschel Lutes 


Divisional Merchandise Manager, 
J. L. Hudson & Co., Detroit, Mich. 


EPARTMENT _ stores — will 

probably assume a role of in- 
creasing importance in the disrtibu- 
tion of electrical merchandising, but 
unless the store management is thor- 
oughly sold on the idea and earnestly 
desires volume in electrical appliances, 
it would be much better for the store 
to refuse to attempt the operation of 
a specialty selling organization. 

If it does consider going into the 
electrical business it must give heed 
to the following requirements of con- 
version: 

1. It must have specialty salesmen 
and supervisors — not over-the-counter 
order takers — nor can these be recruit- 
ed from the regular counter force. 

2. It must assume that the adver- 
tising cost will come higher than store 
total. It must spend more for adver- 
tising and more for selling. 

3. It must not go into selling ap- 
pliances in a timid, half-hearted sort 
of way by trying to avoid every extra 
expense or change in policy. 

4. It must be willing to accept all 
reasonable deferred: payment business 

not the wild schemes some have 

tried but all reasonable ones. It 
must even go after this deferred busi- 
ness in an aggressive way. 
5. It must agree that solicitation 
and follow-up of customer inquiries 
is necessary and good business. It can 
be done without affecting the dignity 
or reputation of the store. 





6. Its advertising department must 
have a friendly attitude and be will- 
ing to unbend occasionally. It must 
advertise terms, perhaps low down- 
payments, or even feature demonstra- 
tions in the home—and many other 
forbidden and undignified things. 

7. Its credit office must be willing 
and ready to accept reasonable busi- 
ness and exert itself to aid in getting 
business. It must not hold back or 
be to reserved in its attitude toward 
customers. 

8. It’s personnel department must 
cooperate in finding and keeping men 
through hard times, and allow good 
men to overdraw out of season. 

9. It must recognize that neither 
gross profit nor expense percentages 
will be the same as in old line depart- 
ments. 

10. It must have manufacturers’ 
good-will and operate on a high code 
of ethics in all trade relations—no 
brow-beating or attitude of superior- 
ity, no broken appointments, etc. 

Department stores have many ad- 
vantages in their entrance into the 
appliance field. Customers are: 1.) 
More numerous; 2.) More approach- 
able ; 3.) Listen with more confidence, 
and accept sales arguments; 4.) In a 
friendly buying mood in stores; 5.) 
Have charge accounts and used to 
credit business; 6.) Have confidence 
in a guarantee; 7.) Trust stores for 
service or adjustments; 8.) Read store 
advertising regularly; 9.) Stores con- 
sidered natural source for buying all 
needs; 10.) Personnel turnover not so 
great as specialty operators. 

The future holds an unbelievable 
sales volume for stores in appliances, 
said the speaker. We have not even 
started in securing it. But we also 
have many limitations; such as: 

1.) Limited service, installation and 
repair facilities; 2.) Sales technique 
not effective for specialties; 3.) Drive 
price bargains too much; 4.) Need 
new attitude — willingness to depart 
from tradition; 5.) Each store thinks 
it is different and has a different class 
of customers or another set of condi- 
tions to meet, or certain indvidual 
policies to carry out; 6.) Stores turn- 
down so many propositions daily that 
they develop a negative mental atti- 
tude to suggestions. 

There are many operating differ- 
ences between the department store 
and the specialty selling organization 
the following being in my opinion 
fundamental : 

1.) The specialty operator spends 
more money for publicity; 2.) Spends 
more for selling commission; 3.) 
Makes more radical statements in sell- 
ing and advertising presentation; 4.) 
Takes more aggressive attitude to- 
ward solicitation and _ high-pressure 
selling. 

The specialty operator and the 
stores have each worked out over a 
period of years what it believes to 
be the best fundamental principles to 
work upon. And these are the most 
effective for each. But they are not 
alike. 

An admixture of the two plans, 
resulting from a compromise of two 
different angles, has been less effec- 
tive in the past than either one would 
have been if used in its entirety. But 
we must continue to develop a third 
plan that will be effective. 


* From a speech made at the Convention of che 
National Retail Dry Goods Association, January 
15, 1935 
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WHAT EVERY 
MERCHANT 
SHOULD KNOW 


 pevenen over 5,500,000 families — 
consisting of 22 million people—in a 


gigantic stadium. That's the tremendous 





audience reached by The American 








Weekly 52 times a year. That's what 


’ 998 <2. ae it the aaeew vee noone 

7 S Rs : And it concentrates its biggest circula- 
y 99, 999 < tion where the largest buying is done. 

. 222,000,000 





Your customers read The American 


Weekly. They are already sold on the 





products advertised in it. Get your share 
of the tremendous business it creates. 
Let your neighborhood know you sell 


the products they read about—and want 





—every week. 




















The Aunevious Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 


cities of 10,000 population and over, The American Weekly concentrates 67% of its 
circulation. 








In each of 134 cities, it reaches one out of every two families 
In 125 more cities, 40 to 50% of the families 

In an additional 165 cities, 30 to 40% 

In another 173 cities, 20 to 30% 


... and, in addition, more than 1,885,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


THEAMERICAN 


“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 








ELECTRICAL MERCHANDISING—FEBRUARY, 1935 PAGE 13 











PAGE 14 





“NOW IN THE 


16 BEAUTIFUL NEW MODELS e 
A DEVELOPMENT THAT MAKES MORE COLD 


THE STANDARD SERIES FRIGIDAIRE ‘35 














ass the Frigidaire line for 1935 we've put the biggest as- 
sortment of selling points any line of refrigerators has ever had. 

Here are small Frigidaires, large Frigidaires and all sizes 
in between. 

And prices start way down low. You can offer every cus- 
tomer the size he wants at the price he wants to pay...and no 
matter which model your customer selects, you will be able to 
recommend it as a refrigerator that will give him these two es- 


sentials: 1. Foods kept safely at temperatures below 50°. 2. 


THE MASTER SERIES FRIGIDAIRE ‘35 








Quick freezing of ice and desserts—even in the hottest weather. 

The Frigidaire '35 performs these two services better. And 
here’s why. Every model is equipped with that newest Frigid- 
aire development—the Super Freezer. 

The Super Freezer provides all the cold that's needed—and 
the right kinds of cold. ..al\l in the same cabinet. There's fast 
freezing for making ice cubes and desserts; frozen storage for 
meats and ice cream; extra-cold storage for keeping a reserve 


supply of ice cubes; moist storage for vegetables and fruits; and 


* Three million Prigidaires bave been built and the manufacture of 
the Fourth Million bas begun. No other refrigerator bas achieved such 
“mazing popularity. 
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FOURTH MILLION 


EVERY ONE WITH THE SUPER FREEZER @ 
FOR USERS e MORE SALES FOR DEALERS 


THE SUPER SERIES FRIGIDAIRE ‘35 THE DE LUXE SERIES FRIGIDAIRE ‘55 











normal storage below 50° for foods requiring dry, frosty cold. 

A big stock of these new Frigidaires is now ready for im- 
mediate delivery. And the new line is being presented to the 
public by the most impressive advertising campaign in the 
company’s history. 





If you want to see real profits comes winging your way 














in 1935, you will find it well worth while to investigate the r ry? 
Frigidaire franchise now. Frigidaire Corporation, Sub- THE SUPER FREEZER 
sidiary of General Motors Corporation, Dayton, Ohio. 


| | | ( | | 4 5 
THE GCENERAL MOTORS REFRIGERATOR 
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The idol of the refrigerator 
industry has become the idol 
of every housewife 


THE F-M REFRIGERATOR, WITH THE NEW CONSERVADOR, 
IS SETTING A RECORD NOT ONLY FOR DEALERS BUT 
FOR HOUSEWIVES THROUGHOUT AMERICA 
































@ Wide-awake dealers have recognized 
the importance and exclusiveness of the 
CONSERV ADOR—and have hooked their 
band wagon to Fairbanks-Morse. Amer- 
ican housewives, with a habit of being 
thrifty, regardless of income—have in- 
stantly accepted this new outstanding 
feature. They like its convenient shelves 
because it keeps foods most frequently 
used right up in front where they belong. 
And they realize that the CONSERVADOR, 
by sealing in the main storage compart- 
ment, prevents the escape of cold air and 


saves electricity. 


There is no doubt about it. The Fair- 
banks-Morse is selling fast—and sales are 
increasing daily! Find out about the 1935 
F-M franchise. It will be the most valu- 
able move you’ ve ever made. Write, phone 
or wire for complete information and 
name of nearest distributor. Fairbanks- 


Morse Home Appliances, Inc., 430 South 





Green Street, Chicago. 


Cable Address: FAIRMORSE, CHICACO 


FAIRBANKS-MORS 


RADIOS-WASHING MACHINES-IRONERS © 
105 YEARS OF PROGRESS IN PRE 4a-/ cision 1, On BOP WY Om uh 08 8 8, fC 
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MERCHANDISERS AT CLEVELAND 


Appliance minded department store men from all over the country turned out in the above impressive number to take part 
in the General Electric's Specialty Appliance Department's Merchandising Clinic, held at Nela Park, Cleveland, in January. 


On the Recorp 


N Sunday, Jan. 13, the Wil- 
liams Oil-O-Matic Company, 
Bloomington, IIl., started busting the 
1935 Chicago oil burning market wide 
open. Full pages in color offered pro- 
spective customers a free trial instal- 
lation and three years to pay. First 
takers, says C. U. Williams, compa- 
ny president, were folks with cash in 
their hands. Proof that people are 
coming out of economic cyclone cel- 
lars and will buy when asked. 
Last year the same company pulled 
a new one on the oil burning merchan- 
dising front by offering a free shovel 
to every home still using an old-fash- 
ioned furnace. They gave away plenty 
too—but they found out where the 
hottest prospects were. 


When the air conditioning school 
for dealer's representatives closes up 
at the Schenectady plant of the Gen- 
eral Electric Company, they will 
promptly open another one for power 
company men, to start February 11. 
It will last one week. And judging 
from the power company men we have 
talked to on air conditioning and the 
enormous interest they are beginning 
to take in the subject, it looks as 
though there would be a record at- 
tendance. 


Frigidaire have appointed Graybar 
Electric Company as distributors for 
northeastern New York State with 
headquarters in Albany. Present Frig- 
idaire headquarters will be taken over 
as will Walter B. Cooke, Albany 


district manager for Frigidaire. 


Automatic Washer Company an- 
nounce the appointment of a new dis- 
tributor: D. T. Lansing Company, 
Scranton, Penna., as Pennsylvania 
distributors. 


A newcomer to the field of popular- 
priced air conditioning units, Na- 
tional Laboratories, Inc., Statler 
Bldg., Boston, Mass., have appointed 
Doremus & Co., Inc., to handle their 
advertising. Doremus, it was, that did 
and do that splendid series of ads for 
the Boston Edison Company. 


The Bronx is the latest NewYork 
borough to organize its own Electric 
Appliance Dealers Association. Ofh- 
cers of the new organization are M. 
Campus, president; J. Warshauer, 
vice president; S. J. Karns, secretary 


and H. Scherl, treasurer. 
A. L. Hallstrom — Al to his 


friends — Atlantic District manager 
for Graybar Electric Company, had 
his fortieth anniversary with the West- 
ern Electric and Graybar organiza- 
tions on January 14, so a lunch and 
speeches were in order. Employees of 
the Penn A. C. in Philly threw the 
lunch and F. A. Ketcham, Graybar 
president, did the congratulating. 


A sadder Graybar item has to do 
with the death of Harry C. Gold- 
rick, merchandising manager of the 
Los Angeles office. He had been twen- 
ty years with the company. 


Some 6,200 buyers visited the two- 
week winter market show of the 
American Furniture Mart, Chica- 
go, which closed recently. They re- 
presented 3,500 stores, says the Mart’s 
favorite statistician. 


They've been running a campaign 
on ranges and water heaters in Phila- 
delphia during most of 1934 and 
the Electrical Association which has 
just got round to checking up reports 
that dealers sold 1,013 units—900 of 
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them ranges. Prize money of $1,500 
was offered to the 486 dealers in the 
territory. Terms were $2 down and 
3 years to pay with the power com- 
pany paying for the range installa- 
tions. 


When R. B. Marshall, president 
of Electromaster, Inc., Detroit, 
convened his annual stockholder’s 
meeting recently, he was able to re- 
port that the company had enjoyed 
over 100 per cent increase in range 
sales during 1934; that a profit of 31 
per share of common stock was avail- 
able; and that, through an agree- 
ment with the Kelvinator Corpora- 
tion, Electromaster will manufacture 
a line of Kelvinator electric ranges. 
Howard A. Lewis, treasurer of Kel- 
vinator was elected to the board of 
directors. 


Our Washington correspondent re- 
ports that up to the end of 1934, the 
Tennessee Valley Aythority, con- 
cerning which an articl@Mvill be found 
in this issue, had spent $24,000,000 
for materials and $11,000,000 in 
wages. Half of the amount spent for 
materials went outside the valley. 
Purchases were made in 35 states. 


Some 5,000 Westinghouse refrig- 
erator dealers are all set tu hear the 
advertising, promotion and product 
plans of the company which will be 
presented by four crews visiting 75 
cities. New all-time sales records are 
anticipated on the Westinghouse 
“streamline” models. Crew leaders 
include: P. Y. Danley, manager, re- 
frigeration department; R. C. Cos- 
grove, manager, household refrigera- 
tion sales; V. E. Vining, department 
store supervisor; and C. H. Moran, 
household refrigeration sales. 


The Moe Bridges Corporation, 
headed by S. Deutsch, has been formed 
to take over the assets, manufacturing 
facilities and personnel of the previous 
organization, the Moe Bridges Co., 
for fifteen years makers of electric 
lighting fixtures. Operations of the 
Electric Sprayit Company of South 
Bend, Indiana, of which Mr. Deutsch 
also is president, are being merged. 
Associated with Mr. Deutsch, are: 
Walter Buettner, vice president of the 
Bendix Corporation, South Bend, In- 
diana; George C. Miller, president 
of the Dodge Manufacturing Com- 
pany, Mishawaka, Indiana; -N. R. 
Feltis, former treasurer of Studebak- 
er Corporation, South Bend, Indiana; 
L. F. Smith, treasurer of the Elec- 
tric Sprayit Company; C. A. Mac- 


Donald, president of MacDonald- 


Cook Company, South Bend, Indiana, 
and Ray Tennes, president of the Ray 
Tennes Company, Chicago, Illinois. 


Paul Revere’s Minute Men are 
gone one better by a contest for cus- 
tomers being conducted by Public Ser- 
vice Company of Northern Illinois. 
All employees are out looking for the 
“whites of the eyes” of prospects for 
appliances. 

Each man starts as a “tick” and 
works up to a “second” man. Later he 
may become a “minute” man and the 
winners are Men of the Hour. Elec- 
tric clocks are prizes. 


Eleven troupes and complete prop- 
erty sets have been sent on the road to 
tell the story of electric cookery and 
water heating by Edison General 
Electric Appliance Company. 

Titled “The Load Builders” this 
program stresses the importance of 
these appliances to utilities facing the 

(Please turn to page 20) 
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Neglected Sources of a Strong§, 


Help wanted advertising attracts the lazy 


drifter and the drawing account specialist. 


How the merchant through his own chan- 


nels can build permanent producers. 


VERYTHING is exceptional 
* ly aggressive down South 
even the flu. I did have the 
chance to meet hundreds of dealers in 
Memphis Jackson Little Rock, New 
Orleans, Houston, Dallas, Oklahoma 
City and Tulsa before having to break 
moaning 
case of 


a southern-western swing 


low with the most virulent 
flu that has ever clipped me on the 
chin. But, though low physically, | 
came back high in spirits at the re- 
markable merchandising 
Southern dealers and the marked op 
timism they show that 1935 will be 
the big appliance year. 

Yes sir, I talked with hundreds of 
them such as Wayne Spinks at Mem- 
phis who has an appliance store, set 
squarely in the best residential section 
of Memphis, that is a dream house in 


every respect. Done in a rakish Eng 


prowess of 


lish style whose artistry conforms to 
the beauty of surrounding homes, 
Wayne has come as near heaven as 
an appliance merchant’s establishment 
can get. 

Through great windows, one catch- 
complete glimpse of the interior 
with well lighted displays of beauti 
ful merchandise, furnishing irresistible 
magnetism to all passers-by. In the 
middle of his store, great logs crackle 


es a 


in a huge fire place, beside which are 
chairs closing 
can be done; intelligently, quietly and 
with the utmost comfort. In the back 
of his store is a model kitchen in which 
he can demonstrate most of the ap- 
pliances he handles under actual kit 
chen conditions. But the big surprise, 
huge 


where leisurely 


COZY 


is a room on the mezzanine 
which has become the rendezvous for 
all the clubs in Memphis 

There lay some ladies’ aid 
society, club, bridge party, high school 
group or literary club meets to dine, 
dance, lunch, talk or play. They pro 
vide their 
tertainment in this cozy 


women §$ 
every 


own refreshments and en 
room. They 
ise his appliances, listen to his short 


wave broadcasts from the continent, 
call up weeks in advance to reserve 
the meeting room and, ye gods! how 
they show their appreciation. 

I asked Wayne how many salesmen 
he had and he replied, “Must have 
over a thousand now because all these 
women who use my place of business 
are plugging for me day and night. 
Darned if they don’t even get me out 
of bed to tip me off to prospects.” 
His store trafh« over 100 
women per day from this means alone 
and everyone with literature, 
an enjoyable display of his products 
and a feeling of obligation for the 
great service he renders. That, boys, 
the most distress 


averages 


leaves 


is one Way fo solve 
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ing of all dealer problems — a sure 
method to get more good salesmen. 

Then there are the Kellars down 
at Little Rock, Arkansas. If you are 
ever down that way, it would pay you 
to take a side trip of 200 miles to 
observe their operation. They have a 
model appliance store with 12 sleek, 
keen, alive salesmen who are on their 
toes every minute. Mrs. Kellar ap- 
pears to be the guiding genius; an at- 
tractive, middle-aged business woman 
who radiates fairness and sincerity. 

“How”, asked I, “do you get sales- 
men ?.’ “No trick at all,” says she, “I 
can prove that my salesmen are 
equipped to sell, are provided with 
leads, are persistently trained so that 
all of them make money. If I need a 
new one, I can provide proof that 
he'll earn a good living if he works 
with us’. I liked her “worked with” 
slant because most salesmen and deal- 
ers refer only to the “working for” 
idea. Production is an equal respon- 
sibility where both pull together. 

So I could go on describing out- 
standing appliance merchants all over 
the South who are doing amazing jobs 
and, among the hundreds I met, those 
who were really successful had no 
problem in finding or holding sales- 
men. On the other hand, the majority 
who reported this to be their leading 
difficulty, invariably evidenced that 
they had other weaknesses of their 
own. From the month's rich experi- 
ence, I deduce that finding salesmen 
is or isn’t a major problem in relation 
to the type of merchant a dealer is 
and the means and methods he em- 
ploys to capture community appreci- 
ation. 

In marked contrast is the dealer 
who is in the appliance business only 
as a side line. He stocks little. He 
has no promotional literature. He in- 
stitutes no neighborhood campaign. He 
doesn't know how to direct salesmen. 
He has made no profit and doesn’t 
believe in the operation himself. Fur- 
ther, he is always trying to get sales- 
men the easiest way at the lowest 
commission, with the least trouble, 
and gyp them of their time in the 
hope they will sell something on their 
own before they get wise to his lack 
of sales support. He is always whin- 
ing about the difficulty in finding 
good salesmen. But wherever I've 
gone, and I’ve gone plenty in the last 
year, show me a merchant with the 
right lines, the right stock, the right 
store, the right merchandising plan 
and the right earning set up. I'll show 
you a man who won't even be con 
cerned about the problem of finding 
salesmen. Good salesmen gravitate to 
good merchants, every time! 


Before me is the result of a survey 
among 904 dealers in which 14 per- 
cent report “hiring good salesmen” to 
be their most dificult problem. From 
one angle, that isn’t such a large per- 
centage but it is the biggest difficulty 
reported. There are many complicated 
systems for hiring salesmen; most of 
which have petered out. 


ln the prosperous days of 1925- 
1929 a great class of professional job 
answers, “hot check” and “chronically 
in debt”’ artists existed who constantly 
fooled all appliance merchants that re- 
sorted to newspaper advertising or 
who called upon the various philan- 
thropic employment agencies such as 
the chamber of commerce, American 
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The merchant must sell his prop- 







osition as earnestly as he sells 





his merchandise. Here are three 







types of good sales material. 
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Sales Force 


Legion, etc. I do not believe in any 
of these old methods. Why, | knew 
of a man in Detroit who kept himself 
earning over $5,000 each year by be- 
ing on the drawing account of a num- 
ber of appliance merchants, automo- 
tive dealers and real estate brokers at 
the same time. All one gets, usually, 
from resorting to direct mail or classi- 


fied advertising is a class of lazy drift- 
ers who will do you out of your eye 
teeth unless you are careful. You have 
to spend so much time detecting 
whether they are working that you 
have little ability to organize a real 
selling push. 

Many complicated systems have 
been originated to judge good sales- 





By G. E. STEDMAN 


in his second article on retail problems. 


men; aptitude tests, phrenological 
measurements, I. Q. readings and 
whatnot. From my observation, all 
these did was to permit a merchant 
to select the wrong man. The one 
thing that one doesn’t need to be a 
successful appliance salesman is a Phi 
Beta Kappa key. That kind of a per- 
son is so analytical that he argues 





himself right out of the proper emo 
tion at the front door. Nor is he able 
to develop the religious zeal and faith 
necessary to expert selling. He can al 
ways find something wrong with the 
proposition and delights in nothing 
more than damaging the verve of his 
associates in the hope of proving his 
(Please turn to page 62) 





| , 


AZAPNICK 


PAGE 19 











in business 





WITH LEONARD 


Stop and think a moment! Where are the refrig- 
erators of only yesterday? Names that burst and 


flared like a bombshell .. . 
as quickly? 


and passed away just 


So, if you're considering a new refrigeration fran- 
chise, take a tip from the past. Be sure to choose 
one that will last. That will become more and more 
valuable as the years go by. 


For over 54 years the Leonard name has meant 
quality and reputation in refrigeration. During these 
years, it has built for itself a tremendous acceptance 
among dealers and on the part of the public alike. 
Leonard is firmly entrenched. Leonard offers you 
something to build on. The Leonard is a franchise 
you can justly count on passing down to your son. 


Big Future for Refrigeration 
Reliable authorities predict the sale of 1,750,000 
units in 1935! Undoubtedly this year will see the 
greatest sales acceleration ever experienced by the 
industry. This conforms with the history of other 
major appliances when reaching the degree of cus- 


THE COMPLETE 
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tomer acceptance now enjoyed by refrigeration. 
Dealers with a proved, recognized line will be sitting 
in the golden seat. Ready to reap full benefit from 
this buying wave. 


Bought By Masses 


Refrigeration has passed from the so-called “class” 
market. It is now being bought by the “masses.” The 
Leonard line has been designed and engineered for 
this market. It is priced to appeal to them. Adver- 
tising and sales promotional plans aim right at this 
huge mass market. 


Get Leonard Facts 


If you want a refrigeration franchise that will increase 
in value . . . that will maintain your reputation in 
your locality . . . that will help you get your share of 
the refrigerator buying wave . . . that is keyed to 
mass sales... that will let you sell at a profit... then 
investigate Leonard now. Write or wire to-day. . .. 
LEONARD REFRIGERATOR COMPANY, /4257 


Plymouth Road, Detroit, Mich., and Londen, Ont., Canada. 


LEONARD 


REFRIGERATOR 
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On the RECORD 


ques CONTINUED FROM PAGE 17 eummees 


problem of building load and increas- 
ing revenue. It is designed to help the 
utilities to sell, and ties in with the 
modernizing movement. 


A preview performance was held 
in Chicago in January, and attended 
by Hotpoint district managers and 
sales representatives from all parts of 
the country. 


Among the utility men present were 
the following: C. J. Roberts, Colum- 
bus-Delaware Electric Railway and 
Light Company, Marion, Ohio; H. S. 
Kirkpatrick and E. M. Cobb, Ohio 
Power Company, Canton, Ohio; 
Herman Koelbel, Consumers Power 
Company, Jackson, Mich.; W. K. 
Baker and T. G. Allen, West Penn 
Power Co., Pittsburgh, Pa.; Clyde 
Porter, Kansas City Power and Light 
Co., Marshall, Mo.; W. J. O’Con- 
nell, Ohio Electric Power Co., Ma- 
rion, Ohio; N. C. Christoperson, The 
Milwaukee Electric Railway and 
Light Co., Milwaukee, Wis.; V. H. 
Moon and Theodore Blech, Public 
Service Co. of Northern Illinois, 
Maywood, Ill.; G. H. Jones and A. 
M. Lloyd, Commonwealth Edison 
Co., Chicago, Ill. Also present at the 
meeting were editorial representatives 
of 17 trade papers and daily newspa- 
pers in the Chicago area. 


The Lionel Corporation, mak- 
ers of toy electric trains, got an hon- 
orable discharge from receivership re- 
cently. The receivers paid back claims 
of $296,197 and, in addition, turned 
over to the company assets of $1 ,900,- 
000 which put them in one of the 
strongest positions of their 35-year 
history of electrical toy-making. Big- 
gest boon though, and probably big- 
gest surprise that attended the ending 
of the receivership was the front-page 
publicity, radio talks and even leading 
editorials that it occasioned. The rea- 
sons were not so hard to find: Micky 
and Minnie Mouse, through a con- 
tract with Walt Disney, their cre- 
ator, were made into mechanical toys 
by Lionel and set to work pumping 
hand-cars up and down mythical miles 
of Lionel track. That would have 
been almost enough in itself because 
the demand for the popular mice 
taxed the productive capacity of Lio- 
nel to the utmost. But on top of that 
they produced a stream-lined series 
of trains, patterned on the famous 
Union Pacific and, like real railroads, 
that just about made every toy ¢i- 
gine in the world obsolete. And so the 
orders continued to pour in. 


Worcester Bouck and Mandel 
Frankel were responsible for the suc- 
cess of the receivership while J. Lionel 
Cowen, president, Arthur Raphcal, 
sales manager, and M. Caruso, pro 
duction manager, attended the build- 
ing of the new business. 


Signalizing the completion of five 
successive years as president of their 
organization, the members of the 


(Please turn to page 28) 
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WILL ANNOUNCE THE | 
MOST SENSATIONAL |, 
RETAIL MERCHANDISING IDEA | 
IN ELECTRIC FAN HISTORY 


Every fan dealer has been 
looking for THE idea 
that will boost quality 
fan sales. Westinghouse 
gives YOU this idea in 
1935. Everyone is going 
to say ““Why wasn’t this 
thought of before’ the 
second the sensational 
“mystery”’ message is revealed on £ 
March 30th. You’ll be amazed at 
the simplicity of the plan and the 
tremendous profit-opportunity it 
opens up for you. Get in at the 
start. Ask your Westinghouse job- 
ber for a “peek” TODAY. Hurry! THE 1935 PLAN BOOK NOW! 






































S$ 1G NM Only profit-wise dealers who sign the Westinghouse 


Fan contract now can capitalize fully on the startling 
N 0 W = merchandising idea to be revealed on March 30. 





WESTINGHOUSE ELECTRIC & MANUFACTURING COMPANY Te 
Merchandising Division Mansfield, Ohio 
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Weather 


roar out a song that hits the 
nail on the head so far as 
winter selling is concerned. ‘““When the 
snow is snowin’, and it’s murky over- 
head—oh, it’s nice to get up in the 
morning, but it’s nicef to lie abed.” 
Cold weather puts a crimp in out- 
side sales work, slowing it up like mo- 
lasses in January. Cold ears and hands 
often cause salesmen to overlook the 
advantages it gives them. 


‘ee LAUDER used to 


ADVANTAGES 


1. Women at home—no competition 
from beaches, parks or car rides. 

2. More willing to visit—life is meo- 
notonous in winter. 

3. Relief from drudgery welcomes— 
caused by dirty floors, heating, ad- 
ditional laundry, 

4. More sympathetic attitude—due to 

increased sickness in home, need 

for aid. 

50 per cent less competition from 

other salesmen. 


At 


DISADVANTAGES 


1. Closed doors. 
2. Cold. 

Good luck in stirring men up in 
winter is enjoyed by O. R. Hogue, 
manager of light and appliance sales 
for Chicago’s Commonwealth Edison 
Company. Working around 400 out- 
side commission men, a veteran on the 
job for 38 years, he is at present using 
these methods. 


A HOLD BACK BONUS 


When nipping winds frost the men’s 
ardor, Hogue urges new men on by 
the thought of a 10 per cent bonus 
on their earning power at the end of a 
three months period. If they stick six 
months, they get 11 per cent—12 per 
cent for a year. Many a man keeps 
going for the prize money, only to dis- 
cover that he has learned the knack, 
gotten over the rough spots. 


WAYS THAT WIN WIVES 


The heavy traffic in house to house 
selling has shortened many tempers, 
provoked numerous explosions. Denzle 
Merrick, leading salesmen, has found 
it best to agree with women in their 
stormy greetings, wait them out. Odds 
are the wives will be ashamed of their 
outbursts, invite you In. Basically 
women welcome a winter visit as it 
breaks a day's monotony. Another 
Edison man has found it a good idea 
to kick off his rubbers as he greets pros 
pect, brush feet in expectancy of en- 
tering, certain that hint will be taken. 

Standard formula of housewives is 
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By 


Tom F. Blackburn 


Kicking off 


an apology for state of house. Admira- 
tion of children or questions as to cook- 
ing awaken interest. Greatest antago- 
nism arouser is for salesmen to belittle 
present appliances as junk, cheap, etc. 


LOOK ABOUT FOR 
OPPORTUNITY 


One thing that cannot be drummed 
into salesmen is versatility, says S. 
Schutze, supervisor of sales training. 
Presence of golf clubs or kiddy car in 
home should present sure fire oppor- 
tunity to link up sales talk with per- 


overshoes in expectancy of being invited in helps one man get interviews. 


CHOOSING SALESMEN 


Commonwealth Edison Company 
runs classified advertisements for men 
regularly. In 1928, to maintain a crew 
of 500 some 2,009 men were hired. In 
1934 only 1,045 were needed. In 1928 
major appliance men were given three 
days indoor training. In 1934 a week’s 
indoor training is supplied, plus field 
guidance. 

All applicants are met with, “This 
is house to house selling on a com- 
mission basis.” If the man is still in- 
terested, and his record shows previous 
sales experience, he is immediately 





0. R. HOGUE 
who says constant introduction of new ideas 
is necessary to keep a sales force interested. 


sonal touch. Few are able to do it, he 
points out. 


DON’T DRESS UP TO SELL 


The day of the dapper Dan is over 
in outside selling, thinks Schutze. Look 
like the people you are selling, and 
you are all right. The biggest thing 
is to retain a sympathetic point of view, 
and not get hardboiled. 


trained for major appliance selling. No 
yardstick is possible in selecting men, 
Mr. Schutze states, other than looking 
for intelligence and character and dis- 
covering whether the man is at ease 
with women. 


REPORT AT THE WAGON 


As a means of getting the men out 
of bed, Mr. Hogue has them report at 


the wagon, parked at a certain spot, at 
9 o'clock mornings. Here they meet 
the other fellows, are talked to by the 
captain, and start the day with some 
esprit de corps (pep to you). 


BREAD-AND-BUTTER 
ITEMS 


Regardless of what the man is sell- 
ing, it is a good idea for him to carry 
some easily sold bread and butter 
items, Mr. Hogue declares. Some 125,- 
000 five-way Cole plugs were sold by 
the men at $1.25 apiece, netting 50 
cents lunch money on each sale. Small 
items that can be tucked into the pock- 
et are favored, pin-it-up lamps not do- 
ing so well on account of their bulk. 


DAILY PRIZES 


Lunch money (or 50 cents if the 
man brings his food) for the first sale 
of the day, $1 to the day’s high man, 
$2 to the man with the greatest num- 
ber of orders over his quota is recom- 
mended by Supervisor Leonard F. 
Mahlke. Often the captain gives away 
the credit on sales he himself makes 
as prizes. 


THE CAPTAIN’S 
THE SPARK PLUG 


Incidently under the Hogue system, 
the wagon captain is considered the 
spark plug who keeps things moving. 
He is given authority to get a man a 
pair of rubbers or gloves to keep him 
warm, set the prizes, and in many ways 
pep the crew up. Captains are judged 
by the turnover of their men, the few- 
er required the better. 


COUPONS “GREASE” 
CLOSING 


Any system that will put a lot of 
coupons into the hands of prospects 
prior to the call of outside men will 
ease closing considerably, Supervisor 
Mahlke finds. Somehow women want 
to get the benefit of these coupons, and 
like to use them as down payments. 
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Winter selling 





must go on and here 
are ways of stimulat- 


ing activity 


ck- From 25 to 3 bells must be rung 
do- to get one appliance demonstration. 
ilk. 

i HIGH COMMISSION 

sale APPEALS 

an, 

im- 


The size of the commission is the 





_ une thing that a salesman looks at, 
F. Mahlke has discovered. The ease with 
he which an item moves does not seem to 
- enter into his calculations. Hence, a 
winter item goes best if it carries a 
big reward. 
BEST DOOR OPENERS 
em, 
the Chicago outside men agree that the 
ing. best present tactics consist in conceal- 
an a ing the appliance from the prospect, 
him shouting to her the name of the com- 
ways pany and the words, “I’ve something 
iged new I want to show you.” From twen- 
few- ty to thirty-five bells must be rung to 
get one demonstration, and the curi- 
osity appeal seems most potent at pres- 
ent. Another school of selling has 
found it a good idea to hold the device 
up to the window and manipulate it 
so the prospect can see. Still another 
it of school—this time vacuum cleaners—has 
pects discovered an outside demonstration 
will will awaken curiosity. One salesman Odds favor winter selling, says 
visor has his car so rigged as to permit him Denzle Merrick, if you can face 
want to clean his car up with a hand type the cold and wind. 
* vacuum cleaner, while the neighbors 
its. 


look on. Then he begins his canvass. 
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We figured out 


WHY BELTS GO WRONG 


on refrigerators and washing machines 


—then built a belt that keeps 
, your customers happy 









(This advertisement may be a little long, 
but it’s full of facts you ought to know) 


Anyone who sells household appliances used 
by women knows that they don’t want mechani- 
cal trouble. 


So we set out to build a belt that would mean good 
will for you—nota belt adapted from other types 
of service —but a belt designed and tested for 
duty on washing machines and refrigerators. 





Look at the diagram to the right and you'll see 
its main features. It’s highly flexible—to stand 
up in service over small pulleys. 


A layer of high-tensile, low-stretch cords 





carries the load—a construction originated by 





Goodyear, which gives amazingly long life. 
The cord layer is placed in the belt where 
there is the least distortion in flexing around the pulleys, thus elim- 














inating the internal friction found in a multiple ply construction. 








The carcass of the belt is protected by an envelope of close-woven, 


wear-resisting fabric, cut on the bias to give the elasticity necessary 








to transmit the load to the heavy cord section. 





Here then is a belt with low stretch and high strength—a belt which, sehen 
under grueling tests, has demonstrated its ability to set new records 
for trouble-free wear. 























This belt is made for replacement on all well-known types and 
ype BELTS - MOLDED GOODS - HOSE - PACKING 


“Is of mechanical refrigerators and i ines. Fori - 
models of mechanical refrigerators and washing machines. For infor MADE BY THE MAKERS OF COODYEAR TIRES 


mation write to Goodyear, Akron, Ohio, or Los Angeles, California. 





THE GREATEST NAME 


= 
& 


wer 





| 
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By 






Frank B. Rae, Jr. 




































































Dr. Matthew Luckiesh of Nela Park 
announced what he called “The New 
Science of Seeing’’. It evolved out of 
ten years of patient research and for 
all practical purposes can be summed 
up in 16 words—artificial lighting is 
now in competition with daylight, it 
is no longer in competition with dark- 
ness. By this I mean that daylight 
standards of illumination, which range 
from a minimum of 200 foot-candles 
intensity on a very dull day to some- 
thing like 10,000 foot-candles in 
bright sunlight, are the standards of 
lighting which will gradually and in- 
evitably be adopted. Already the aver- 





7 HIS thing you call ‘sight 
saving’ is playing hob with 
our sales of the types of por- 


tables we used to sell,” declared the 
lamp buyer in a large middle west de- 
partment store. 

“Such was the intention,” replied 
this writer. “lost of the junk you've 
been selling seems to have been de- 
signed deliberately to ruin the eyes of 
children, strain the eyes of the middle 
aged and befog the vision of elders. 
You wouldn't sell in your store a hair 
tonic specifically designed to make 
men bald headed, would you? Then 
why sell lighting merchandise that 
ruins eyesight ?” 

Well, the department store man 
didn’t know about that. He thought 
this sight saving hullabaloo was just 
another one of those short-lived fads 
supported chiefly by pigeon-breasted 
old dames who view everything with 
alarm. 

“IT thought it was sorta like nud- 
ism,” he said, “something you hear 
a lot about but don’t see very much 
of. We'd be suckers—wouldn’t we ?— 
to close our women’s dress department 
just because a few nuts went nude? 
Same way with these sight saving 
seances. I figgered, after looking over 
some of these stork-legged study 
lamps, that even the guy that invented 
‘em wouldn't be allowed to have one 
in the house—not if his wife had any- 
thing to say about it, and she usually 
does. I figgered that the good old stand- 
by lamp merchandise, styled to the 
minute and priced right, would rock 
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along at about the same accustoined 
volume. And now is my face red? 
Mister, it is just as red as the ink 
they use to write my department’s net 
profits. So I gotta do something—but 
what? I’m askin’ y’.” 

My answer follows. 

= >. - 

Something of substantial impor- 
tance impends in the business of sell- 
ing lighting merchandise. By “Light- 
ing merchandise” I mean portable 
lamps, shades, fixtures, lighting glass- 
ware, bulbs, even wiring. Hereafter 
this stuff is going to be sold on a rad- 
ically different basis and—much more 
of it is going to be sold. 

Let us‘ start by sketching in the 
background of this “sight saving” 
movement. 

Only a little over three years ago, 




























age person designates 100 foot-candles 
as the comfortable intensity for read- 
ing a newspaper. This fact is proved 
by thousands of sightmeter tests made 
by department stores, utilities and 
lighting sales engineers. 

The development of the sightmeter 
by the Weston engineers gave the new 
Science a practical, mercantile status. 
Luckiesh gave us a new concept of 
lighting; Weston gave us a yardstick 
with which to visualize that concept. 

And so the parade started. 

. * * 


The first definite step was the Bet- 
ter Light-Better Sight movement, pro- 
mulgated by George Whitwell who 
is Number One Boy in the commer- 
cial actrvities of Philadelphia Electric. 
Shortly thereafter Earl Canfield re- 
signed his important job with Ameri- 
can Gas & Electric to go into the 
sightmeter and sight saving business. 
Merrill Skinner of Niagara Hudson 
Corporation put his broad shoulders 
and powerful legs into the job of lift- 
ing the movement off the rough 
ground and onto the smooth highway. 
The Better Vision Institute, headed 
by Mike Julian, brought the optical 
fraternity into the picture. And the 
paint industry headed by Trigg, 
Gardner and Emerson hopped aboard 
the bandwagon because, as we all 
know, the reflection and diffusion 


(Please turn to page W) 











EXCLUSIVELY IN 





ELECTRIC REFRIGERATORS 


“This much more in a Shelvador.” Here’s a slogan that will 
mean SALES of Crosley Shelvador Electric Refrigerators during 
1935. This much more... and twice as easy to find! Gentle- 
men, these are selling words. They claim, as well as demon- 
strate the tangible feature that distinguishes the Crosley Shel- 
vador from every other electric refrigerator. 


During 1934 the Shelvador was the fastest growing electric 
refrigerator in point of sales in the entire field. And 1935 will 
be as much greater than 1934 as 1934 was ahead of 1933. Why? 
Because the Shelvador is the one outstanding feature electric 
refrigerator on the market. It is ahead in convenience, ahead 
in beauty, ahead in quality. Ahead in value. And its advan- 





tages are so obvious, so easy to see, that no housewife can fail 
Crosley Tri-Shelvader Adds 3 Exchesive Features to the Famous Shelvador to realize that if she doesn’t get a Crosley Shelvador she doesn’t 
The Tri-Shelvador has all the features of the Shelvador, with i 1 j i 
the foll inn adied - ttn a vador, wi get ALL that electric refrigeration can give her. 
eg FA A NT Two Table Shelvador models—2 and 3 cu. ft. capacity; 4 Shelva- 
_ to table, range, or cabinet. Saves time and steps. (Patent Pending.) dor models from 4 to 7 cu. ft. capacity; 3 Tri-Shelvador models 
2—SHELVABASKET. A non-refrigerated basket on bottom of door ° ° 
for reems, carrots, cabbages and the like. An exclusive feature. from 4.3 to 7 cu. ft. capacity. And in each and every one the 
3—STORABIN: A non-refrigerated bin in bottom part of cabinet for usable capacity is increased by 50% on account of Shelvador. 
{Patent Pending) a What a line! No wonder—you cannot afford NOT to handle 
Sele Eee OO Ot Oe Oe Gate ee Crosley during 1935. Get in touch with your Crosley distributor 
now and get in on this. 














FOR EVERY PURSE e FOR EVERY FAMILY SIZE e FOR EVERY CONDITION 





SHELVADORS Shetveder Medel FA-48 Shetrader Modet FA 60 Models FASO. FA-60, Th-Shetvader Medel F -55 
© 4.09 ou. ft. NET Capacity 6 ou. ft. NET Capacity. FA-70 and all TriShelve- 5.51 ou. ft. NET Capacity. 
Jakke set aber 8.6 sq. ft. shelf ares. 2 ior 13.5 =a. ft. shelf ares. 3 ice dor Models also available 11.6 oq. ft. shelf area. 3 ice 
FR-20—2 eu. ft. NET Ca 6 traye—42 cubes. Dimen- trays 3 cubes—one dou- with -— traye—63 cubes—one dou- 
y. temi-bermetic sions: 52%" high, 23%” bie~<tepth tray. Dimensions porcelain exterior ble-depth tray. Dimensions 
Rotary Compre wide, 2515" deep. $112.50 564” high, 30%” wide, slight extra cont. 57%” high, 29°’ wide, 24%” 
mensions: 36” high, 23% 25%" deep. $149.50 deep. $164.50 
wide, 25° deep. Ghown at ae 
lef 
Shetvader Medel FA-50 Tr-Shetvader Model F.70 
4 5 ou. ft. NET Capacity. Saetvader Model FA70 Tet-Shetvader Medel F 43 7.08 eu. ft. NET Capacity 
Table Shetvader 11.3 oq. ft. shelf area. 2 ice 7.08 eu. ft. NET Capacity. 43 ou. ft. NET Capacity. 14.9 oa. ft. shelf area. 4 ice 
trays——42 cubes —one dou- 14.9 oa. {t. shelf area. 4 ico 9.15 aq. ft. shelf aréa. 2 ice trays—#4 cubes—-one dou- 
FR-30-—3.1 ou. ft. NET Ce d bbe-depth tray. Dimensions trays 84 cubes —one dou- traye— cubes —one dou- b ’ 
pacity Rotary ( ompremor 4" bicgh, 25%" wide, Idea<depth tray Dumen-s008 t . Dimensions sah” 32% wide 
Same dimensions as FR-20. e 24°45” deep. (Shown at ieft). 57%" hich, 32%" wide, 56-0/16" high. 23%" wide. 25%” dees. (Shown at left) 
34 SO - $129.50 25%" deep. 3169.50 za $139.90 





Montana, Wyoming, Colorado, New Mexico and west, prices slighily higher. 


THE CROSLEY RADIO CORPORATION ¥# 


(Pioneer Manufacturers of Radio Receiving Sets) 
— Home of “the Nation's Station’ — WLW —S08,000 watts—most powerful in the world—70 on your dial 
POWEL CROSLEY, Jr., President CINCINNATI 


ALL PRICES INCLUDE DELIVERY..INSTALLATION..ONE YEAR FREE SERVICE 
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Westinghouse knows it pays to save footwork for salesmen. 


OT so long ago a washing ma 

chine manufacturer lost his dog, 
a household pet. He was passing a 
school yard when the thought occur- 
red to him to offer $1 reward to a 
youngster if he could find it. 

Word passed around, and im- 
mediately after school a_ veritable 
posse formed. Boys looked in alleys, 
back yards and garages within a two 
mile radius of the home. By 6 o'clock 
the pup was home and the reward 
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y? 


E. W. KRUEGER, 


almost sost in a cloud of cigarette smoke. 


spent for ice cream at the corner drug 
store. Quod erat demonstrandum, 
which means that boy power is always 
a Niagara of energy, provided it can 


be hitched. 
Boy Bait 

Up in Beloit, Wisconsin, the put- 
put-put of a miniature automobile is 
the lure used to harness boy power. 

For each name of an acceptable 
prospect for a washing machine (or 
it may be a radio or a refrigerator) 
the youngster turning it in gets so 
many points. For each sale made to 
these prospects, so many more are 
given. At the end of the campaign the 
car is presented to the winner. 

“We are able this way to save our 
four salesmen a lot.of footwork,” says 
H. W. Pettingill, the Beloit manager 


It is important to select a premium that 
steams up youngsters of the energetic age. 
A motor car seems to fill the bill. 


of the Krueger Hardware Appliance 
Store. “It helps them earn their draw- 
ing account more quickly, and this is 
a big problem these days with small 
stores. Whenever youngsters start 
slowing down on prospects all that is 
necessary is to send one of the men 
put-putting past the school yard at 
noon. That stirs them up all right.” 

Previously the Krueger Stores, in 
Beloit and Janesville, had tried to 
interest women in the idea of supply 
ing leads, offering 50c for demonstra- 
tions, 50c for sales. It didn’t work 
out, however. 

Men get 10% commission for sales 
on articles up to $50; and 12“%% 
above that. They get a $12 weekly 
drawing account and new men are 
granted from sixty to ninety days to 
get started. The day when a store can 
work a man on straight commission 
without a drawing account is over, 
says E. H. Krueger. One man han 
dles service work as a sideline. 

“I like a salesman who has person 
ality, specialty experience and who 
is from 35 to 40,” says Mr. Pettin 
gill. “It doesn’t matter whether he 
has sold appliances or not. I myself 
was in the dairy business for 17 years, 
and then with the New York Life 
Insurance Company.” 

Carries own paper 

Founded in 1924, the firm main 
tains its own finance department. This 
was started in 1931 in Janesville 

“Our motive was to be able to 
temper the wind to the shorn lamb,” 
explained E. H. Krueger. “We have 
factories in Janesville which often 
pop shut on a moment’s notice. With 
an outside afhliation, we were unable 
to play ball with each individual ac 
count. The plan works, as our losses 
since 1931 have only been from $250 
to $300 a year on a volume of $40,000 
sales on time. Prior to 1931 our losses 
were around $1,000 a year.” 

A 10% carrying charge is made, 
Mr. Pettingill explained and the firm 
always tries to get 25% down pay 
ment. Local competition affects this, 
as Sears Roebuck enters this territory 
and the local utility has a habit of 
putting out appliances on no down 
payment, he declares. 

Besides washing machines, the 
Krueger Hardware Store carries Phil 
co radios and did a nice business on 
Kelvinators, selling 50 from one store 


alone in 1934. 
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M... than 5000 years ago an ancient 
Egyptian conceived the idea of working 


the fibres of the Papyrus into thin sheets. From 


this, came Paper, 


\nd the 


for recording our thoughts. 
dark Ages began to grow lighter 
Likewise, as the discovery of paper was basic 
to civilized life, so was the discovery of Chromel, 
which gives Electric Heat to home and industry. 
his basic discovery made in 1906 created today’s 
electric 


range and all other heating devices, by 


providing the all-important heating element. 


Teen 


(from Ancient Egypt 





Chromel has proved so good for this use, that 


. and endless 
Today, it 


lasts more than twice as long as it did a few years 


nothing has ever taken its place . . 
research has continued to improve it. 
ago. Chromel is not claimed to be perfect; but 
just as it is first as the original, in the opinion 
of our nationally known customers, Chrome] 
is also first in good performance. This is your 
assurance of your good judgment in selling 


Hoskins 
Michigan. 


devices that are Chromel equipped. 


Manufacturing Company, Detroit, 


LOMEL 
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THAT MADE ELECTRIC HEAT POSSIBLE 








On the 
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American Washing Machine Manu- 
facturers’ association on January 1() 
gave Edward N. Hurley, Jr., Chi- 
cago, head of the Electric Household 
Utilities corporation, a silver pitcher 
and tray. The presentation was made 
by R. D. Hunt, executive vice-presi- 
dent, the Dexter company, Fairfield, 
lowa. 


C. G. Frantz, president, Apex 
Rotarex Corporation, Cleveland, ©.., 
succeeds Mr. Hurley. 


The new vice-presidents: G. M. 
Umbreit, vice-president, Maytag Co., 
Newton, Ia.; L. C. Upton, president, 
Nineteen Hundred Corp., St. Joseph, 
Mich., and A. H. Labisky, president, 
Barton Corp., West Bend, Wis. The 
new executive committee: the vice- 
presidents, J. P. Moynihan, secretary, 
Blackstone Mfg. Co., Jamestown, N. 
Y., and Mr. Hurley William H. 
Voss, president, Voss Bros. Mfg. Co., 
Davenport, la., was re-elected treas- 
urer, a post he has held more than 
two decades. Walter K. Voss, general 
sales manager of Voss was re-elected 
assistant treasurer. 


A new company, Appliances Inc., 
recently formed in Cincinnati, has been 
appointed exclusive distributor for the 


Fairbanks-Morse line of Home 
Appliances. 
Mr. W. H. Burckhardt is presi- 


dent of the new company and Mr. 
Guy Flaig has been appointed sales 
manager. 





The General Household Utilities 
Co. has announced the appointment 
of Peirce-Phelps, Inc., Philadel- 
phia wholesale distributor as exclusive 
distributor for Grunow Radios and 
Refrigerators. This appointment, ef- 
fective January Ist, 1935, renews a 
direct relationship between William 
C. Grunow and his associates and 
Peirce-Phelps which started original- 
ly in the earliest days of Radio. Peirce- 
Phelps first connection with Mr. 
Grunow was as a distributor of “Ma- 
jestic’” A. & B. Eliminators. This was 
the start and led to the appointment 
in the Philadelphia territory of Peirce- 


Phelps as distributor of Majestic 
Radio. 
The announcement that Biehl’s 


have been appointed exclusive distrib- 
utors of Kelvinator refrigeration in 
the anthracite region was made here 
recently by H. W. Burritt, vice presi 
dent in charge of sales of Kelvinator 
Corporation. Biehl’s have distributing 
points at Pottsville, Wilkes-Barre and 
Scranton, Pa. 


The Graybar Electric Co., 910-914 
Cherry St., has been appointed dis- 
tributor for Crosley radios and She! 
vador refrigerators for Philadelphia 
and the Philadelphia trading territo 
ry. A. L. Halstrom is manager ani 
(seorge F. Bertke, merchandise man 
ager tor the Atlantic district. 





Headquarters in the Merchandise 
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Mart, Chicago, have been established 
by the Scurlock Kontanerette Cor 
poration, makers of refrigerator ac- 
cessories. Officers of the organization 
are Lewis H. Scurlock, president; 
George D. Dodge, vice president; C. 
Culver Child, secretary-treasurer ; and 
L. H. Scurlock, Jr., general sales 
manager. 

Devoted entirely to appliances that 
plug in, both the Indianapolis Star 
and the Kansas City Star have run 
sections devoted to electrical appli- 
ances this winter. It is a new stunt 
in newspaper publishing. 


As another step in.their program of 
expansion of distribution facilities, 
Stewart-Warner announces the ap- 
pointment of Philadelphia Distribu- 
tors, Inc., to handle their radio and 
refrigerator lines. Both Harry Ellis, 
president, and Albert Hughes, vice 
president, of this well-known Quaker 
City firm have been in Chicago con- 
ferring with Stewart-Warner officials 
on details. 


Coming from all over the United 
States and Central America some 2,- 
250 buyers wandered through the 408 
bedroom showrooms at the National 
Housefurnishing Manufacturers 
Association show given at the Ste- 
vens Hotel on January 7-12. This was 
a gain of 50 per cent over 1934, ac- 
cording to Warren Edwards, sec- 
retary. 

The hit of the show was a model 
bath section in which merchandise was 
simply displayed and not sold. This 
idea will be expanded before next 
year's exhibition, he declared. 


Distributors of electric refrigerators 
in Kansas City have agreed to dis 
pense with “spiffs”, or cash bonuses, 
to retail salesmen this coming season. 
Instead a prize contest fund, based 
on a percentage of the dealers pur 
chases is being set up and will be paid 
direct to the dealer management. A 
100 per cent united action in the 
movément is claimed. 


PROCTOR 


has increased 
your IRON 


MARKET to 
90% of all 
WIRED HOMES 
Hold up your iron plans until 


you see Proctor’s 10-Point 
Profit Plan in the March issue. 
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ACTS AND FIGURES speak for 

themselves. Hotpoint refrigerator 
production schedules have been guadru- 
pled for 1935. The Hotpoint refrigera- 
tor line has been enlarged to include a 
model and size for every requirement. 
New models are beautifully styled, 
richly appointed. Prices and discounts 
are unusually attractive, starting as 
low as $84.50 (retail, delivered). New 
finance plan gives the dealer adequate 


display for an amazingly small invest- 





ment. Easy time payment extension plan 


makes it possible to 


pay as you sell.’ 


24 hour deliveries from nearby ware- 


house cut down stock requirements, 


quicken turnover, speed net profits 


Effective national magazine adverti 


sing 


will spotlight the Hotpoint refrigerator 


message before millions. And that 


half the story! For complete details, 


isn’t 


clip 


the coupon below and mail it today 





Horpoint Refrigerator Divition soe a 
Sales Dept... Section E 

nd details of the 
PR. es No obligation implie 
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NO vou can't conscientiously call the Delco- 


Heat franchise “revolutionary.” It’s simply a 


case of plain facts and authentic figures. But 
almost without exception, those appliance deal- 
ers who have investigated and now sell Deleo- 
Heat report fast sales and attractive profits. 

lhis year the Deleo-Heat proposition is even 
better than it has been in the past. Through the 
cooperation of the N.H.A., Delco-Heat dealers 
are now permitted to sell to responsible buyers 
with no down payment and up to 3 years to pay. 
This easy-to-buy opportunity creates thousands 
of new prospects—prospects who have the ut- 
most confidence in Delco-Heat because it is 
backed by Delco Appliance Corporation, a sub- 
sidiary of Ceneral Motors. 


Selling Situation Changed 

The reason more appliance dealers didn’t 
go into this business years sooner was because 
of a scarcity of thoroughly developed products 
and the lack of sound merchandising plans. 

When Delco Appliance Gorporation entered 
the automatic heating industry this situation 
was changed. First, Delco-Heat was easy to 


DELCO-HEAT 


A PRODUCT OF GENERAL MOTORS 


A implete line of automatic oil heating equip 


ment for domestic and commercial applications. 













































install. Second, it reduced servicing problems to 
a minimum. And these were exactly the features 
that appliance dealers had long been looking for. 
Then, when these dealers were given the 
Delco-Heat Merchandising Plan, things began 
to happen—and happen quickly. 


41 Proved Merchandising Plan 

This Merchandising Plan was prepared by 
specialty selling experts and is geared up to sell 
Delco-Heat with aggressive specialty selling 
methods. It fits right in with the activities of all 
specialty selling organizations, and includes 
advertising in national magazines, local dealer 
newspaper advertising, radio advertising, direct 
mail and dealer helps. 

These, briefly, are the reasons why appliance 
dealers are doing a real job and making real 
money today with Delco-Heat. Nothing revolu- 
tionary, as we said. But highly profitable. There 
are still some exclusive franchises available in 
attractive open territories. For full particulars, 
mail the handy coupon below. 


= 


DELCO APPLIANCE CORPORATION 
Dept. 0-212. Rochester, N.¥. Subsidiary of General Motors 


Please send me full particulars about the Deleo-Heat franchise. 


4ddress 











Does Sight Savin 


eqeeeCONTINUED FROM PAGE 25 


values of walls and ceilings are of 
fundamental importance in any light- 
ing job. 

So then what? 

Well, it was decided that these 
heretofore quite independent interests 
could get together to their own profit 
and at the same time accomplish a 
great public service by organizing lo- 
cally to promote eye sight conserva- 
tion. And so was born the idea of the 
Sight Saving Council. 

Such councils are now in active 
operation in something more than 30 
cities. Their membership includes util- 
ity companies, the lighting sales per- 
sonnel of department stores, optome- 
trists and opticians, educators, various 
civic improvement organizations, paint 
manufacturers and distributors, elec- 
trical wholesalers and _ contractors, 
architects, newspaper people—in short, 
everybody who is interested, commer- 
cially or from an humanitarian stand- 
point, in the preservation and im- 
provement of human eye sight. 

And—here is the practical aspect of 
this rather amazing movement—they 
are going places and doing things. 

ey are not merely talking. 

In Cleveland, for example, the 
Sight Saving Council is headed up by 
Professor Henry B. Dates of Case 
School of Applied Science and chair- 
man of the committee of the Illum- 
inating Engineering Society which 
drew up the specifications for the 
I.E.S. study lamp. This Cleveland 
organization has issued some 100,000 
booklets on sight saving, has inserted 
a number of newspaper advertise- 
ments, has procured the publication 
of 280 articles and 180 pictures of 
educational publicity on sight saving 
in metropolitan and neighborhood 
newspapers, and has had its speakers 
address 225 group meetings with total 
atendance of 20,414—and 140 more 
meetings already scheduled for 1935. 

In Philadelphia a similar organi- 
zation with an even more ambitious 
program is in operation, an interesting 
sidelight being that the local paint 
men contributed a cold thousand dol- 
lars to the movement. You gotta sell 
a lotta paint to get back one thousand 
smackers. 

The Better Vision Institute — an 
amalgam of all the optical interests, 
both commercial and professional — 
urges its membership to take a domi- 
nant part in such organizations, to 
initiate them where local lighting in- 
terests lag. 

* * . 

Now, what does all this mean to 
the dealer in lighting merchandise? 

It means, unless this writer is bad- 
ly fooled, that portables and lamp 
shades and fixtures and bulbs and wir- 
ing must in the very near future be 
bought and sold with an eye cocked 
keenly to the sight saving factor. The 
purely ornamental junk is out. A lot 
of it is beautiful to look at but terrible 
to see by. And this sight saving move- 
ment is devoted to the proposition 
that lamps of whatever type are pri- 
marily utensils to see by. 

Where the movement has taken 
foothold, as in the bailiwick of the 
department store man 1 quoted at the 
beginning of this article, the gospel 
of sight saving makes a very deep dent 


FEBRUARY, 1935—ELECTRICAL MERCHANDISING 





ere sy 














N 





yin 


ot 
yle 
e- 
on 
ri- 


en 
he 
he 
el 
nt 


IG 

















ee 





Menace Merchandising 








rr 


— 





¢ 

in sales of the old-fashioned lighting 
merchandise. Shrewd lamp buyers will 
watch their commitments on such 
numbers for there is nothing more 
melancholy than an unwanted porta- 
ble. Reduce its price tag to half of 
raw cost and it still hangs around 
like a dismal hound dog, eating up 
department profits. 

And now, just a hint at the future. 

Very powerful influences are at 
work upon the deyelopment of more 
and handsomer sight saving lainps and 
fixtures. Very strong influences are at 
work in perfecting and assuring the 
adoption of a “lighting technique” 
for eye sight specialists as result of 
which your oculist or optometrist will 
prescribe the proper amount of light 
for his patients and will suggest the 
types of fixtures and lamps best suited 
to deliver this prescribed illumination. 
These sight advisers issue 5,000,000 
prescriptions each year. 

Further, Dr. Luckiesh is not yet 
done with the development of his Sci- 
ence of Seeing. There will be revela- 
tions touching the influence and value 
of lighting which will make you gasp 
when he has completed his present re- 
searches and submits them to scientific 
bodies for corroboration and approval. 

In short, this business of selling 
portable lamps and other lighting 
merchandise is no longer the simple 
process of saying, “Now this, Mod- 
ome, is a very spiffy little number— 
suitable, I am sure, to Modome’s cul- 
tured environment.” That sort of sell- 
ing is definitely out. Instead we will 
all have what Wanamaker and Macy 
of New York, Mandel of Chicago, 
and some dozens of other department- 
ized stores already have—a portable 
lamp “fitting room” in which the cus- 
tomer will be sold the light she needs 
to see by as well as the lamp she likes 
to look at. 

Such “fitting room” procedure ine- 
vitably means the sale of many hun- 
dreds of thousands of replacement 
lamps and fixtures, because it means 
the junking of hundreds of thousands 
of now-in-use atrocities in favor of 
units designed in accordance with the 
new and better standard of easy seeing. 

Thank the Sight Saving Councils 
for that. 


PROCTOR 
offers 
NEW PROOF 


of 
FASTER 
IRONING 


Hold up your iron plans until 
you see Proctor’s 10-Point 
Profit Plan in the March issue. 
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ESTATE 


Electric Ranges 


* + + « area joy to the eye, an inspira- 
tion to salespeople. They sparkle with 
style, have obvious quality. Your women 
customers stop and look wistful. The 
temptation of the Estate is so great that 


by FRANK B. RAE, Jr. your sales effort is greatly reduced. 


It is my theory that no 

manufacturer should 

write his own advertis- 
ing. He may have plenty of per- 
spicacity but he lacks perspective. 
The Estate Stove Company must 
also have had some such idea in 
mind when they asked me to write 
them this ad. Well, here it is: 


x * * 


The drygoodsman sells several yards of piece goods 
and some notions: the woman buys a dress. The 
wetgoodsman sells a pint: the man buys a little 
whoopee. By the same token, when an appliance 
merchant sells an electric range, the customer buys 
perfect cookery. 





























No. B-1162 ESTATE. Latest and finest 
offering in the popular table-top style, 
originated by Estate. Estate BALANCED, 
Single-Dial-Controlled Oven. Four High- 
Speed top units. Optional: Built-in Radio 
or Utiltoaster, Time Control, Electri- 
cooker, Lamp, Timers. 


She does not buy porcelain enamel, switches and 
gadgets. She buys hot groceries, fresh from the oven, 
cooked to perfection, which satisfy her husband, 
round out the growing kids and make the neighbor- 
women envious. 


Those are her fundamental objectives: with those 
attained, she begins to think of her own convenience, 
of style, economy, reliability. But never gadgets. 





Estate Electric Ranges win public acceptance 
because they show all the earmarks of the ninety 
years of stove-building experience which is behind 
them. If you doubt this, permit an Estate representa- 
tive to enlighten you. He has a briefcaseful of facts, 
figures and photographs. If you are interested in 
gadgets, he will talk you dizzy on Estate gadgets and 
what they accomplish and how and why. As a matter 
of fact, the Estate folks are the original gadgeteers 
in the stove business. Witness, the Utilitoaster, 
adjustable legs, built-in radio, owner's monogram, 
etc., etc. But when he is all through, when you are 
wholly converted to the technical innards of the 
Estate line, you still have to go out and sell the home- 
maker the ease, dependability and perfection of 
electric cookery. That's the big job. 











No. B-649 ESTATE. “The Perfect 36”. 
A new, compact model (only 36” wide), 
at a new, compact price. Estate BAL- 
ANCED,  Single-Dial-Controlled Oven. 
Four High-Speed top units. Optional: 
Electricooker on swinging arm in utensil 
compartment, Time Control, Lamp, Timers. 


« 
SEND YOUR MAN 


I would like to know what's INSIDE an 
Estate Electric Range as well as how it looks 
from the outside. I will grant your repre- 
sentative.......... minutes of my time to tell 
the Estate story. 


But this year a fairly easy job. For women are 
waking up to the advantages of electric cookery. 
They are getting inquisitive about it. The sales of 
electric ranges in 1934, as against 1933, showed 
an increase of 130 per cent—or, to put it in units, a 
jump from 50,000 to 120,000 ranges. If you are 
thinking of ranges in terms of 1933 discouragement, 
this figure will probably cause you to think again. 
Ranges are on the up-and-up. 


One more thing. Price alone will not sell electric 
ranges. A long line of discounts in your favor will 
not sell them. What will sell electric ranges is the 
“acceptance” of the oven output by the practical 
mistress of cookery. 


Estate Electric Ranges, with Balanced Oven Heat, 
Single-Dial Control and a dozen other exclusive 
features, win that acceptance. 
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OF A TELEPHONE SYSTEM 


Serv-U-Fones—the new private telephones for offices and 


homes—have received a most enthusiastic welcome from 
the electrical merchandising field. Unfortunately, however, 
many dealers have merely classified Serv-U-Fones with 
other new and interesting electrical products and, in so 


doing, have overlooked their great potential importance. 


The true significance of Serv-U-Fones lies in the fact 
that, for the first time in telephone history, telephones are 
packaged like electrical appliances. Because of Serv-U- 
Fones, the average man may now select and assemble the 
exact telephone system for his private needs, a privilege 
heretofore enjoyed only by people of wealth. Because of 
Serv-U-Fones, the electrical dealer may now sell complete 
telephone systems over the counter with the same ease in 
handling as with other electrical products. And finally (and 
perhaps most important), because of Serv-U-Fones a wholly 
new field for profitable cultivation is now opened for the 


electrical merchandising fraternity 


It requires but a few moments’ consideration to appre 
ciate the tremendous sales possibilities of Serv-U-Fones 
Virtually every man can call to mind several locations in 
his home or his place of business where a telephone would 
save him innumerable steps each day. Heretofore, two things 

expense and engineering complication—have blocked his 
desire. Serv-U-Fones remove both of these barriers. Just as 
soon as the average man is shown how easily and inex 
pensively it can be accomplished, he is going to have Serv- 


U-Fones in these locations! 


Serv-U-Fones are available in systems of two to eight 
stations—either handset wall or desk instruments. Ordinary 
dry cells furnish all the necessary power. Installation is so 
simple that it is easily within the capabilities of the average 
householder. Prices for complete systems begin at $10.00. 
Complete information concerning discounts, cataloging and 
merchandising will be furnished to recognized wholesalers 
and dealers without obligation 


AMERICAN AUTOMATIC 


ELECTRIC SALES COMPANY 
1033 W. VAN BUREN STREET « CHICAGO 





When to Sell 
Oil Burners 


“CELL oil burners after a cold 
snap,” says B. W. Wheeler of 
the Lipman-Wolfe Company of Port- 
land, Ore., whose department does 
an excellent business in Oil-o-Matics. 
It follows that the spring months af- 
ter a cold winter are an excellent sales 
period, for then the owner of a coal 
furnace or the man whose house is 
inadequately heated is most acutely 
aware of the discomforts of his pres- 
ent situation. The five outside sales- 
men of. this department, therefore 
keep a close watch of the weather 
and make their calls whenever pos- 
sible during or after a cold period. 
Like the inn of the Donkey’s Tail 
at Franzensfeste, however, where the 
outdoor barometer announces “Don- 
key’s tail wet—raining. Time to take 
a drink. Donkey’s tail dry — fair 
weather. Time to take a drink.” The 
system can be worked also in reverse. 
For the summertime is also a good 
time for selling oil burners—in pre- 
paration for the winter which is sure 
to come, of course. In fact, a due 
amount of energy expended at any 
season in calling upon home owners 
who are not oil burner owners (and 
city records on real estate and tank 
permits will provide that information ) 
will result in sales. His salesmen aver- 
age from $500 to $1,800 per month. 
In between times they fill in the idle 
hours by selling oil heated water heat- 
ers, which have proved an excellent 
auxiliary line by permitting second 
sales to those already owners of oil 
furnaces. 


Collections Are 


A Sales Job Too 


ALF the difficulty with collec 

tions will disappear if you sell 
the idea of prompt payment at the 
same time you sell the electrical mer 
chandise, in the experience of Clayton 
Isaacs, proprietor of the Palmer Ele 
tric Shop of Medford, Ore. For a 
dealer who is in the position of not 
being able to carry his own paper, 
selling collections is a most important 
part of the sales job. 

This means that the customer must 
thoroughly understand in advance 
that no leniency can be allowed in 
the matter of payments. It is better 
to be frank in explaining the relation- 
ship with the finance company and 
the obligations involved, than to wait 
for misunderstandings to arise later. 
If the customer is thoroughly sold on 
his own obligation in the matter as 
an intrinsic part of the sale, he may 
hesitate a little longer in making up 
his mind, but once the terms are ac 
cepted, he is less apt to fail to make 
good. 

It is a good idea to let the customer 
set his own terms in the first place. 
Usually these involve a larger down 
pavinent than the merchant would 
feel that it was diplomatic to ask. 





And if the sum mentioned for month- 
ly instalments is too small, it is always 
possible to discuss the terms. 

Trade-ins make many a sale pos- 
sible which would fall through other 
wise. Mr. Isaacs has at one time or 
another taken in almost every type 
of household article as partial pay- 
ment on a range or refrigerator. But 
he is especially partial to second hand 
pianos. His firm was originally a 
music house and he knows by experi- 
ence that there is always a market 
for a used piano. 

Once the terms are fixed and the 
appliance delivered, no lapse must be 
allowed. Any delay in payment should 
be followed at once by a personal call. 
Letters give offence and do not bring 
results. Mr. Isaacs regards this as 
part of the original sale and hence 
worthy of an interview face to face. 
Many a situation is saved for both 
customer and store by a frank talk 
at this time. If default is made on 
the second payment, repossession 
should follow at once. 

Farm collections are easier than city 
collections in his experience, but es- 
pecial care should be taken here dur- 
ing the summer months. If the farmer 
falls behind in his payment during the 
summer season, there is but little hope 
that he will be able to catch up dur- 
ing the winter months when his in- 
come is lessened. 

Sometimes it is possible to help a 
family in distress and make a collec- 
tion at the same time. Mr. Isaacs has 
found it profitable to keep in touch 
with possible jobs which may be open 
in the vicinity. More than once he 
has been able to place some member 
of the family whose payments were in 
default, getting the wife a position in 
a cannery owned by a friend or find- 
ing an office boy’s work for the son. 
The first payment which the thank- 
ful household makes is that to the 
Palmer Electric Shop, and in addition, 
they are enabled to build up their 
home again to normal conditions. 

Electric appliances are not so easy 
to dispose of as they once were and 
collections are not so easy either, but 
Mr. Isaacs figures that both are sell 
ing jobs and can be accomplished. 





Grand Junction 
Modernizes 


RAND Junction, Colo. has join- 

ed the number of Intermoun 
tain communities which have staged 
Modernization Shows with spectacu 
lar results. The event was scheduled 
for a thirty day run during the clos 
ing period of the year and optimistic 
promotors hoped that it might be vis 
ited by 30,000 people. During the 
first nine days 21,961 visitors regis 
tered the fact of their attendance. Un- 
der R. B. Kearl, new business man- 
ager for the Public Service Company 
of Colorado at Grand Junction, an 
installation of 70 kw. insured modern 
lighting effects for hall and exhibits, 
as the contribution of his company. A 
marked pick-up in local business is re 
ported as a result of the show. Of 
particular interest has been the inter 
est in improved window lighting and 
better home illumination reported by 
local hardware dealers and electrical 
shops. 
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E. G. Beichler, Frigidaire 
president, and Floyd Pansing, 
assistant treasurer, pose for 
a shot. 


Lee A. Clarke, manager, sales_ 
planning division and W. D. 
McElhinney, manager, com- 
mercial division. 


C. J. Bachman, Twin Cities 
manager, and H. J. “Johnny™ 
Walker, public utilities man- 
ager for Frigidaire. 


B. B. “Pat” Geyer, president, 
the Geyer Company, enjoying 
a chat with J. S. Pfeil, New 
England regional manager. 


W. H. Baker, president of 
the Baker Advertising 
Agency, Toronto, absorb- 
ing some refreshment. 


B. B. Geyer, president, Geyer Company, 
advertising counsel for Frigidaire, snapped 
with E. G. Biechler, president of the 
company. 


J. J. Pocock, Philadelphia distributor, and 
S. A. Long, Wichita, Kansas Frigidaire 
distributor. 


J. J. Pocock, Philadelphia distributor for 
Frigidaire, and Rube Trant, Norfolk, Va., 
distributor. 


Distributors 
at Da yton 


H. W. “Hike” Newell, Frigidaire 
vice president in charge of sales, and 
“Army” Armstrong, another Frig- 
idaire vice president. 


Elisworth Gilbert, re- 
sponsible for a large part 
of the success of the 
convention shows. 


Don Baxter, Sioux City, and Leo Strain, 
two crack Frigidaire distributors, enjoy 
the annual get-together. 


George Durban, assistant manager for util- 
ities, and Harry Harbison, Dayton branch 
manager. 


E. M. Madden, vice president, Frigidaire, 
Led., and L. C. Shannon, Frigidaire foreign 
manager. 
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James W. “Jim” Irwin, director of 
public relations for Frigidaire, caught 
by the candid camera talking to C. A. 
Copp, general sales manager. 


Charles Lawson, Frigidaire department 
store head, and Tom Farrell, east cen- 
tral regional manager for Frigidaire. 


Phil Bratten, Ft. Worth, Texas branch 
manager, and R. D. Van Dyke, south- 
west regional manager, in a friendly 
mood. 


Harry Baker, Roanoke district manag- 
er, W. C. Dance, Oklahoma City, and 
Rube Trant of Norfolk, Va., get to- 
gether. 


George Shane of San 
Francisco and (extreme 
right) J. J. Nance, in 
charge of Frigidaire 
air - conditioning. We 
don’t know the other 
feller. 


candid camera shots 


by Laurence Wray 





Frigidaire Plays Host at a One Day Convention in January 
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i .. and Three Other 
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- MODEL 17H—THE 
ha The latest development of the — 
HI-EFFICIENCY COOKER ‘ , Line” design announced September, 
OPTIONAL—MODEL 17HC design allows a spaciou t 


each unit. Three surface units with 17 
This optional cooker is offered . an oe, pre — a ag - 
to make this range appealing to - c .  — =. p scan o jte or ace pet 
families requiring the surface > - 7 sell ual caiaiee cone: stn er" 
cooking capacity of four units. ; + ! com and cogdiment set, optiona 
As illustrated, the cooker is in- 

stalled on a sliding rack in the 

storage compartment. Pyrex glass 

cover and side-heating principle. 

A popular feature with Monarch 

Ranges during the past year. 


NEW WHITE OR IVORY 
“DURA-GLAZ” MARBLEIZED COOKING TOPS 


For years Monarch’s acid-resisting enamel cooking tops have been recog- 

nized for their lasting, practical qualities. We are now adding beau- 

tiful light marble tops in ivory or white. A perfect marble pattern in 

porcelain enamel which will withstand the hard usage given a range 

top and retain its attractive appearance for the life of the range. Watch for the 
Monarch 
Efficiency 


MAIL for PHOTOGRAPHS and PRICES Twins 


ype epee epee eee 
' MALLEABLE IRON RANGE CO., 





820 Lake Street, Beaver Dam, Wisconsin. 






} Please send me photographs and prices of your National 
i Campaign Leaders. Also send me full details regarding your 
Installment Finance Plan. 


THE PRICE LEADER OF THE CAMPAIGN LINE — MODEL 15HG — THE “PRISCILLA” 


Three surface units and 15 inch enameled oven. Full enamel in attrac- 


Name 


tive combination of gray and white. Oven temperature control is stand- 
ard equipment. Gray enamel cooking top. A powerful pri¢e leader! 








er New MONARCH Models at 





ry 





(Prices for 


ational Campaign Leaders 


. 


ELECTRIC 


Build your campaign around these MONARCHS 
and watch sales climb! 


Why be handicapped with only 
leader . . . and a price set-up that leaves a big 
gap between that model and your next higher 
priced ranges? 


one price 


Feature two, three or ALL of these Monarchs. 
Advertise a price with real pulling power. Be 
able to sell that leader knowing that it will give 
positive satisfaction. But make it easy for the 
salesmen to step up the customer by showing 
other models priced upwards at small intervals. 


There is a Monarch campaign model to fit 


In spite of the low prices, each one of these 
ranges is built to standard Monarch specifica- 
tions, finished in full porcelain enamel. And 
each one is a “Twin Efficiency” range, giving 
the maximum of both Speed and Economy. 


The campaign drives of Dealers and Utilities 
featuring Monarch Electric Ranges have 
proved the talk of the industry. Merchandising 
and PUSH deserve a lot of the credit. But that’s 
not the whole story. MERCHANDISE also plays 
an important part. And these national cam- 
paign leaders will enable YOU to duplicate 
these outstanding Monarch Sales Records. 


Write at once for photographs and prices of 


7H—THE “MATRON” 


»f the Monarch’s exclusive “4 in 
September, 1934. This unique 
work-table directly in front of 
units with 17 inch oven and the 

n length. All enamel finish in 
y-Tan. Dura-Glaz cooking top 

rol standard equipment. Time 


every requirement. High ovens, low ovens; 
three surface units or four; standard table-tops, 
or the new Monarch “3 in Line”; 15 inch ovens 
or 17 inch ovens; white or tan enamel. 


these sensational, new campaign models . . . 
and if you are interested in installment financ- 
ing, ask us to tell you about the Monarch low 
earrying-charge Finance Plan. 


MALLEABLE IRON RANGE CO. (20ne 


BEAVER DAM, WIS 


t, optional 


atch for the 
Monarch 
Efficiency 


Twins 


NEXT 


temperature control and 


Ivory-Tan. Also with built-in Kitchen Heater, Model H47HT,™ 


Representing 
SPEED 
and 
ECONOMY 


4 SURFACE UNITS AND 17 INCH OVEN — MODEL 47H — THE “MASTER” THEN . 


Cooking capacity of costly models. 


The new Monarch illuminated oven 
“Dura-Glaz™ top. standard equipment. White or 


Heatmaster.” 











.. A“ TABLE TOP” AT A CAMPAIGN PRICE — MODEL 97H-4T — THE “SHEFFIELD” 
1 surface units, 17 
at a campaign price. 
Ivorv-Tan_ or White 


enamel. Alsealmade with 


in. oven and utility drawer. A luxurious range 
Illuminated oven control and Dura-Glaz top. 


2 enrfare + 





Rarely photographed, W. A. Ricker, of Mil- 
waukee’s Boston Store, gets nailed by the candid 
camera while dickering with C. W. (Chuck) Smith, 
Midwest divisional sales manager for the Apex Ro- 
tarex Corporation. 





E. A. Hamburg, president of Hamburg Broth- 
ers, Pittsburgh, Pa., who sold ten cars of Automatic 
washers for Neal Gallagher, is caught signing up for 
another big 1935 order. 


William H. Voss, who has been president of the Voss Bros. Mfg. Co., 
Davenport, la., washer manufacturers, ever since he founded it nearly 
sixty years ago, is am expert wood carver despite the fact that he lost 
im arm in a hunting accident when a boy. He is active and alert every 
lay despite his 78 years. His wood carvings have taken prizes at 
ounty shows. 


When ironing board pads reposed om the shelf, a half eross 
1 month was a good sales record for the L. 8S. Donaldson - 
Department Store, according to A. M. Nordland, assistant . 
uyer of house furnishines. ae 
Pulled down on a table beside an ironing board and iron— 
n propinquity as the good old psychologists are wont to say ta 
- 


rh 


e number moved upward to a gross a month, plus a 
ealthy increase in sale of boards and irons. 





The candid camera had no luck in catching 

Don A. Bingham, general sales manager of One Min- 

ute Washer Company, until the show was nearly over 

f . 7 and Don was packing up and about to steal away like 
® ; the Arabs. 


Talking so much, indoors and out, in January 
weather, made President Charles Eveland of the 
Woodrow Washer Company, so hoarse that he had 
to pop a cough drop in his mouth every few minutes 
to keep going. 
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New Time Payment 
Aid by S. Cal. E. 


NEW financing plan offered to 
merchants by the Southern Cal- 
‘fornia Edison Company reduces the 
sual carrying fees by about one half 
ind offers more extended terms, up to 
5 years on ranges and water heaters. 
The new offer is open to electrical 
jealers who have adequate displays 
and sales rooms, with sales force and 
service department, and who make 
monthly reports. Merchants not ex- 
clusively electric may come under the 
plan by keeping at all times at least 
four electric ranges and one water 
heater on prominent display and by 
providing occasional window displays 
of this merchandise. Merchants han- 
dling mechanical refrigerators must 
sell electric refrigerators exclusively 
and carry at least three always in 
stock. Contracts are accepted only 
when the merchandise is sold for do- 
mestic use. Ranges, water heaters 
and refrigerators are included in the 
financing plan and combinations may 
be made. Ranges or water heaters will 
be carried up to five years, refrigera- 
tors alone for two years: A combina- 
tion sale extends the time on refrig- 
erators to three years if desired. Sec- 
ond hand merchandise is accepted, but 
only with recourse on the merchant in 
case of revert and with a 90-day free 
sefvice guarantee. Minimum down 
payments required will be 10 per cent 
and trade-in merchandise may not re- 
present more than half the down pay- 
ment. The schedule of fees charged 
provides for 


On Contracts of | Amount of Fee 


12 mos. or less 1% of cash balance 
13-24 mos. 2 _ e 
25-36 mos. 3% =i " 
37-48 mos. 3U% “ ™ 
49-60 mos. 4% “ ” 


Dinner For Eight 
Served to 325,000 





A MODERN miracle is reported 
by the Southern California Edi- 
son Company in the record made by 
their Technicolor talking picture 
“Dinner for Eight”. Thus far it has 
been shown in 76 out of 93 commer- 
cial moving picture theaters in the 
company’s territory to audiences num- 
bering more than 325,000 people, and 
bookings are still being made. 

The film was professionally pro- 
duced is a product of beauty and 
diversified interest. In eight minutes 
of entertaining action in color the 
complete story of electrical cooking 
is told. Great interest has been shown 
by the public, the film frequently be- 
ing followed by open applause. Ushers 
and theater attendants report numer- 
ous requests for recipes of the food 
courses which are prepared and served 
during the film. 

The distribution of the film has 
been in the hands of an independent 
film exchange, and is supervised by 
R. G. Kenyon, advertising manager 
of the Southern California Edison 
Company. Theaters booking the film 


are furnished with one and two col- 
umn one inch mats to be included. in 
the theater’s own advertising. Fre- 
quently local newspapers add press 
notices of their own which call atten- 
tion to the local showing of this new 
widely known featurette. 

Following its showing in commer- 
cial theaters, the power company is 
planning to make the film available 
for schools and clubs. It is now being 
used by a number of other utilities 
in other sections of the country. 


948 Cakes In This 
Cooking Contest 


HE largest response ever obtain- 

ed at a cooking school in Seattle, 
is the record claimed by N. R. Mello, 
manager of the electrical department 
of Grunbaum Bros. Furniture Co., 
for the cake contest which concluded 
their 1934 spring range demonstra- 
tion. Nine hundred and forty eight 
cakes were submitted for judging. 
Attendance at the three day school 
was, of course, even larger than this— 
in fact, so great was the crowd which 
filled the downstairs electrical depart- 
ment that the police and fire depart- 
ments had special delegations on hand 
to prevent panic. On these occasions, 
which are annual events, all electric 
ranges and other equipment are mov- 
ed back to the walls of the large base- 
ment area, chairs are brought in and 
the entire space is given over for use 
as an auditorium. No attempt is made 
to sell equipment during this period, 
although of course salesmen are at 
hand to explain and assist on request. 
The attitude is that of host toward 
guest. All articles submitted for con- 
tests are. later turned over to the 
Orthoepedic Hospital for the benefit 
of their clinical work and charity 
beds. The sale of cakes is also held 
in the store, with the result that a 
new group of purchasers is brought 
to the electrical department where 
they are exposed to all the attractions 
of the electrical equipment on display. 
Several door prizes are awarded and 
of course, prizes are given for several 
classes of cooking entries. The nearest 
record in entries is one made in 1928 
at a large cooking school conducted 
by the local newspaper, when it was 
reported that 840 cakes were sub- 
mitted. 


Know the Rates 


- NOW the rates of the utility 

which serves your community,” 
says Geo. V. Rankin, of the Yakima 
Hardware Company. “Frequently a 
sale, particularly the sale of a larger 
appliance, will be dependent upon the 
cost of operation. The customer is 
not familiar with power rates and 
would not know how to make head or 
tail out of “sliding schedules”, even 
if they were at hand. It is surprising 
how many salesmen are similarly ig- 
norant. It is not enough to know the 
wattage of an electric range and the 
probable bill at the end of the month 
for its operation by a family of a 
given size. It may be that the cus- 
tomer’s present consumption of elec- 
tricity is so great that by bringing 
this in on a lower combination rate, 
considerable money can be saved. 
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years? 


try? 


pliance? 





HOW GOOD IS 
YOUR MEMORY? 


1. What was the first electrical appliance? 


2. What company has been manufacturing this 
appliance continuously for more than 40 


3. What recent development in connection with 
this appliance has scooped the entire indus- 


4. What has the appliance embodying this de- 
velopment been named? 


5. To what extent has this development im- 
proved the (a) quietness; (b) performance; 
(¢) economy; and (d) appearance of the ap- 


6. When was this improved appliance first an- 
nounced to electrical dealers? 


7. What has happened since then? 
8. What does all this mean to YOU? 


For Answers ... See Page 55 














REVOLUTIONARY ! 


ZZ 


JOBBERS! 


DEALERS! 





MANUFACTURERS! 


HERE is the most outstanding improvement in Attachment Plug Caps in all electrical history 
Because of its absolute safety and greater efficiency, the patented Spring-Action Plug will 
eventually replace all ordinary plugs. This plug will not fall out of ceiling outlets or work 
loose in wall outlets. it will even function in worn outlets. No other plug is like it. It is setting 
a new standord .. . creating new sales opportunity 


The Spring-Action Plug may be had in o variety of sizes in either bakelite or rubber. A cube 
tap with Spring-Action Blades is also available. For free samples, prices and descriptive 
information, fill in coupon and mail it to us today. Approved by Underwriter'’s Laboratories 


ATTENTION MANUFACTURERS. Use of the Spring-Action Plug completely eliminates service calls and returned 
merchandise resulting from failure of the plug to make contact 





Allied Mercantile Co., 11-15 Eost Runyon St, Nework, N. J 
You may send free samples. No obligation 





Nome_ ” 

I EEE 

St. —_ —_— 

State Jobber Deoler Manufacturer 
My Jobber is — — 





Sorin giNy = 


ATTACHMENT PLUG CAPS 
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A Little 
Light Headed 


It is “Electrical Merchandising’s” business to 
do what it may to keep this industry on an even 
keel. Ours is an industry of commercial faddism. 
One year refrigerators are the fad, another year 
it is ranges, right now it is lighting. Thanks to 
the Better Light - Better Sight movement, the 
whole giddy gang has gone gaga on the subject of 
improved illumination. This is a very worthy sub- 
ject, but not one to wear a straight-jacket about. 

We believe with Dr. Luckiesh that lighting 
may easily be multiplied 25 to 50 times. We haye 
seen reliable figures indicating that lighting load 
per average home can be increased 250 watts with 
sales of new lamps, shades and bulbs averaging 
$10.00 per customer. Current consumption in- 
creases 100 to 125 kwh. per customer per year 
uccording to very careful and conservative esti- 
mates based on bill analysis. This is all to the 
merry, but why go nertz about it? 

It is our studied opinion that what this business 
needs is a merchandising gyroscope. We need 
balance. We need to look at our sales job in 
terms of what the public ought to want to buy. 
The public ought to want to buy washers, iron- 
ers, ranges, water heaters, vacuum cleaners and 
table appliances—as well as light. A reasonable 
amount of sales promotion would make the pub- 
lic realize and act upon these varied wants. But 
they won't realize them nor act upon them so 
long as utilities, department store and other elec- 
trical goods outlets talk nothing but light. 


Let’s Look at Both 
Sides of the Sheep 


The story has long been told of the pessimistic 
husband-man who sat chewing Honest Scrap and 
whittling a stick on the porch of the general 
store up somewhere in Vermont when a flock of 
sheep was driven past. They were obviously well 
bred sheep, fat and bulging with a fine fleece. 
“Pretty likely flock old Hank's got,” remarked 
one of the tobacco juice sharpshooters on the store 
porch. “Wall, said the pessimist, mebbe so, mebbe 
not. | grant ye they look all right on this side.”’ 

Which story was recalled to our memory by a 
number of recent talks with appliance dealers. 
Business, it appeared, was up some 50 percent 
ibove last year, bad debts had been pretty well 
written off; credit was being extended cautiously ; 
cash sales and short term installments were rather 


PAGE 38 


the rule than the exception. The situatiqn, to us, 
seemed as one to ring bells about, but no—the 
sheep looked all right on the near side, but who 
knew how many nits might inhabit the wool on 
the far side? 

Which reminds us of another story. Someone 
asked the elder Morgan what was the matter 
with business. “Business men,” he replied. 


Over Emphasis 


Electrical appliances are nosing out ‘apparel 
and ready-to-wear lines in the affections of de- 
partment store men, a news account said re- 
cently. Commenting on the fact that the Na- 
tional Retail Dry Goods Association program 
gives up three sessions to discussions of appliance 
merchandising problems and skips wearing ap- 
parel with a single session, Mr. T. L. Blanke, 
manager of the merchandising division of NRD- 
GA, felt impelled to issue a warning about this 
serious state of affairs. 

During 1932, he pointed out, misses’ and 
junior’s ready-to-wear accounted for 19.6 per 
cent of total department store net sales; in 1933. 
the figure had declined to 19.2 and will take 
another downward hop in '34. 

It wasn’t just the “over-emphasis on appli- 
ances” Mr. Blanke complained about, but “under- 
emphasis on apparel”. He had a pat on the back 
for the aggressive methods of electrical manu- 
facturers in providing interesting exhibits, adver- 
tising helps and dealer aids to present the mer- 
chandise properly and “move it quickly to the 
consumer at a profit”. Rather he questioned the 
wisdom of store heads in devoting so much of 
their personnel’s time and interest to the new 
department. 

The case, as we see it, is not so much over- 
emphasis on appliances. It may well be under- 
emphasis on wearing apparel—that is the store’s 
problem. But store executives, gauging public 
interest in electrical appliances, are rightly de- 
voting adequate display space and manpower to 
the promotion of these goods. 


Boys Will 
Be Boys 


If one-half the ingenuity, midnight mazda and 
bull-dog determination had been expended in an 
effort to make money as was burned up in the 
effort to lose money, during these past several 
years, every bath tub in the land would now have 
a seal skin lining. 





The competition of desperation is a curious 
thing. Common sense plays no part in it. The 
public’s buying preferences play no part in it. Be- 
cause one merchant cuts a price and snags a few 
stray sales from congenital bargain-hunters, every 
other merchant in the community begins to slash, 
to put all effort behind low price competitive 
items, thereby handing his deserved profit to 
Sweeney and knocking the market into a cocked 
hat. 

Ah, well, Boys will be boys, and if the little 
darlings get more thrill out of heaving bricks 
through competitors’ windows than they do in 
playing sweet music on their own cash registers, 
we suppose we may as well let them have their fun. 








From the Chicago Tribune, January 6, 1935 


AS REPORTED TO "ELECTRICAL MERCHANDISING “BY 


THE WRIGHT-SHOFFNER COMPANY, EASY WASHER 
AND IRONER DEALERS OF SORT HURON, MICHIGAN. 
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Each year more people buy MAZDA 
lamps bearing this trade-mark @ 
than any other brand. 

How can you afford not to sell a 
lamp so widely advertised as this ? 


EP eeesesees Seeccecccccenscccovescccecececcs enccccccoccceonsecenese 
: MAIL THIS COUPON FOR FREE COPY OF THIS VALUABLE BOOK : 


. 

s A free booklet, “The New Story of Seeing,” is yours for the 
e asking. It tells you many useful things you probably never 
$ kaew about light and seeing ... packed with new, worth while 
e information that will help you increase your lamp sales because 
$ it suggests means for selling .. . not merely lamps but lighting -f 
s as prescribed by the Science of Seeing. & 

o 


EDISON MAZDA LAMPS 335 


Please send me my free copy of “The New Story of Seeing.” 


—~X 
“3 x 7 
ron “ ¥ 
a ez. 
/ 4 | - 








GENERAL §@ ELECTRIC  —«- 
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The electrical busi 
ness got a good share 
of front-page public 
ity here. Mr. Floyd 
Carlisle of the Con 
solidated Gas Com 
pany exchanged courteous notes with 
Mr. La Guardia who is the mayor, 
on the subject of lower electric 
rates. Mr. La (juardia was disconcert 
ingly abrupt at times, even going so 
far as to demand for his citizens “a 
power cooking rate which would make 
electric cookery as cheap as gas.”’ Such 
thrusts are politely ignored by the 
Consolidated company which owns the 
New York Edison system. They have 
countered with proposals to put into 
effect the Washington Plan which car 
ries with it a promotional rate and 
gradual decreases in energy costs to the 
consumer over a period of years. Later, 
they even offered a blanket reduction 
of 6 per cent in their present rates. 
But they are being just pikers to Mr. 
La Guardia who can't see why an im- 
mediate 20 per cent slash isn’t in order. 
With a threat to build a municipal 
system to provide energy for the vari 
ous public buildings of New York City 
and with the knowledge that back 
in Washington his efforts are being 
looked upon very favorably, Mr. La 
(juardia really enjoys the strongest 
position in the present little argument. 
And Mr. Carlisle doesn’t like to be 
given orders—he prefers to give them. 
Whatever comes of these exchanges 
of courtesies it is a fairly even bet that 
a rate reduction will be the inevitable 
outcome. Mr. La Guardia who is a 
close student of the newspapers, reads 
that citizens of other parts of the coun 
try are enjoying rates as low as one 
and two and three cents a kilowatt 
hour. His own bill for the lights in 
his home is figured at about 7 cents 
and some of his voters out in West 
chester and Long Island are paying 
as high as 9 cents per kilowatt-hour. 
All of which looks unreasonable to 
the mayor. 

The stores did not seem to take ad 
vantage of this great interest in the 
electric business and all the free pub- 
licity that accompanied it. Maybe, aft 
er all, it was not a good time to ask 
people to buy refrigerators and wash 
ing machines when they had just dis 
covered that energy was costing them 
much too much already. The Edison 
company blandly went on with the se 


New 
York 
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ries on the electric penny as the savi 
our of the family budget. Abraham & 
Strauss advertised a sale of Westing- 
house refrigerators at $169.50; Bloom- 
ingdale’s offered an electric hair dryer 
at $1.69; Stern’s made a seasonal bid 
for humidifier business but, fearing 
that their customers might not be able 
to spell “humidifier” much less pro- 
nounce it, they called them electric 
air moisteners and priced them at $4- 
49. They were a product of the Amer- 
ican Radiator Co. Down at Wana 
maker’s they plugged two-slice toasters 
at $2.75 and electric irons at $1.65. 


R. H. White & 
Company took big 
space to advertise an 
unnamed brand of 
electric refrigerators 
which they were sell 
ing at $99.50 for a 6 cu.ft. box. 
.. . Another ad on another unnamed 
box, all porcelain, offered it for 
$119.50 ii the 5.4 cu. ft. size. $5 
down and 15 cents a day were the 
terms. Jordan Marsh Company, not 
to be outdone, offered 51% ft. Stew- 
art-Warner refrigerators at $99.50 
and 7 ft. boxes at $124.50. All were 
1934 models. In addition, they ad- 
vertised Hotpoint washers at $49.75, 
New Haven clocks at $5.95 (banjo) 
and Eveready sunshine lamps at $10- 
.95. Gilchrist space went to Norge 
refrigerators at $159.50 for a seven 
foot model. . . . Sears, Roebuck sold 
Coldspots at $99.50 for a six ft. job, 
Kenmore washers at $33.88. 
Boston Edison, of course, are concen- 
trating on their electric range sale 
a Detroit Star at $69.50. Six carloads 
have been sold so far in the campaign. 


Boston 


John G. Meyers 
Company stole the 
show here by put 
ting on a “tremen 
dous Floor Sample 
Sale” of washers, 
ironers and refrigerators. Thor wash- 
ers were sold from $42 to $61.95; 
Thor ironers were sold from $52.95 
to $61.95; GE washer-ironer combi- 
nations were sold at $49.95; Refrig- 
erators, unnamed, were sold at prices 
ranging from $67.50 to $311.60. 

Fern’s sold One Minute washers 
at $44.95 and threw in a 41-piece set 
of dishes as good measure. That makes 


Albany 


it a dishwasher, doesn’t it? B. Berin 
stein had a holiday with floor sample 
washers and gave the public a choice 
of any in the place at $29. Standard 
Furniture sold Automatic washers at 
$39.95 and Thor washers at $49.50. 
Another offer was a percolator set at 
$6.95. H.S. Braun got on the Thor 
bandwagon with a washer at $49.50; 
Cluett & Sons ditto with a model sell 
ing at $59.50. It looks like a Thor 
town. W. M. Whitney had a Savage 
ovenette. Allen-Ingraham, Westing 
house distributors sold refrigerators at 


$149.50 for a 5% ft. box. 


Schwegler — Bros. 
pulled a new one 
Buffalo on this correspon- 
dent. In big space 
they advertised Easy 
washers and iron 
ers. No down payment and 15 cents 
a day were the terms and just to make 
it easy for the housewife they provid- 
ed her with an Easy dime and nickel 
bank to save her payments. The bank 
was not attached to the washer o1 
ironer. Four big ads told the story. 
The May Company got the cle- 
arance bug, too. They offered Apes 
washers at $69.50 and “Magnetic’’ 
cleaners at $29.50. J. N. Adam had 
a sale of “1900” washers, with pump, 
at $43.50, Universal Cooler refrigera 
tors at $129.50. Victor's advertised a 
Speed Queen washer with laundry ac 
cessories at $39.95 . . . Adam, Mel- 
drum & Anderson took space on 
Blackstone washers at $49.50, electric 
mixers at $6.95 and humidifiers at 
$9.95. Weed & Company plugged 
Apex washers at $59.50 


The Gas & Ele 


tric Company adver 


Baltimore» tised G FE flat-top 
refrigerators, a line 
of table appliances, 
Consolidated Spin 

ner washers at $5 down and $5 a 


month, electric heaters at $3.95 .. . 
The May Company cleared out their 
demonstrator and floor sample wash- 
ers which included one each of Ma- 
jestic, National, Automatic, Apex and 
Westinghouse models. Norge, Leon- 
ard, Frigidaire and Westinghouse re- 
frigerators were also part of the sale 
as were Prima and Apex ironers . . . 





Hutzler Bros. had a sale of Prima 
spin-dry washers at $69.50 . . . Pol- 
lack’s plugged an unknown washer at 
$29.50 . . . Isaac Benesch had a lot 
of orphan and second-hand washers 
going for $25. 


Gardner How- 
land thought well of 


Chicago » electric sewing ma 
chines, mentioning 
them in the Com 


monwealth Edison 
New Year special. Tie pressers were 
featured in store demonstrations at 
Marshall Field’s during the holidays 
and later. The Electric Shop quoted 
a Federal spinner washer at $89.50. 
Lake Shore Radio and Utility Com 
pany ran space on Hotpoint washers 
at $76.75. Sears Roebuck & Company 
ran a Coldspot special, featuring a 
six cubic-foot box at $117. Apex wash 
ers took the spotlight at the Davis 
Store, price $59.98, copy featuring 19 
advantages. General Furniture Com 
pany continued its free offer of 14 
useful household articles with a Bar 
ton washer at $39.95. L. Fish Fur 
niture Company used the same idea 
and same price with a Faultless elec 
tric washer. 


The Minneapolis 
General Electric 


Minneapolis, Company brought 


out new low rates 
as a Christmas gift 
A cut of $350, 


000 a year is estimated. Garcelon ot 
the Dayton Company ran a sale on 
Norge electric refrigerators. 


Heating pads led 
led off the field in 
one Electric Com 
pany advertisement. 
Hamilton- Beach 
cleaners were sold 
on the argument that a cent’s worth 
of electricity would operate it an hour 
and 10 minutes. Two years to pay. 
$4 a month, a $10 set of tubs or $15 
trade-in allowance were some of the 
inducements used with the Electric 
Company’s 28th semi-annual sale ot 
1900 Washers. Milwaukee drug stores 
like electrical alarm clocks, popcorn 
poppers, heating pads, and electric 
heaters as January advertised items. 
Cjimbel’s gave space to the Regal va 
uum cleaner at $19.95. J. J. Koep 
sell Company ran space on the Barton 


Milwaukee 
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in THE 
SERVICE 
DEPT. 





DISTRIBUTORS 
OFFICE 





Everybody’s talking about G.E.’s New Model AW-24 Washer— 
and all other new G-E washer models. They are all saying, 
“they’re a lot of washer for the money.” Customers see them 
ahd say it. Distributors, dealers, salesmen, even the most hard. 
boiled service men are saying, “they’re a lot of washer for the 
money.” See them and you will agree. Why pass up a real 
profit opportunity ? 


Model AW-24—Features galore—Designed by Lurelle Guild— 
9-lb. capacity—Famous G-E Activator—DeLuxe ‘‘one control’’ 
G-E wringer—2\4-in. soft rubber rolls—dquiet operation—-silent- 
type G-E motor, rubber mounted—only four moving parts—no 
oiling ever required—foot-pedal control—white lacquer cabinet 


num tub cover—easy-rolling casters—impeller-type pump with 
telescopic swivel nozzle—rubber-covered cord approved by un- 
derwriters—one-year General Electric guarantee. 


Clip and MAIL THE COUPON NOW! 





—black enameled tub—flared splash rim—flat polished alumi-— 












General Electric Company, Section H-192, 
Merchandise Department, Biidgeport, Conn. 

1 want additional information about this New G-E’ Line. 
Name................ 


i ietenssc 


Re tiie cs pssnicniciabieteninanbaeanihed ; State. 

















GENERAL @ ELECTRIC 


HOME LAUNDRY EQUIPMENT 


MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT 
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washer at $30.45, plus old machine 
as a trade-in. 


Break into Jun 
ior’s bank and get 
him an |. S. Better 
Sight lamp, the clev 
er Electric Dealers 
Association copy ran. 
Presence of the fun makers, Olsen 
and Johnson, in St. Louis was an 
excuse to run a page of pictures 
of them visiting various retail stores. 
This idea would be ideal for an elec- 
tric appliance hookup. Brandt's ran a 
sale on Easy washers, terms $1.25 a 
week. One of the department stores 
ran a smart line with the General 
Electric washing machine ad. It said, 
“Because of the low electric rates in 
St. Louis it costs only 50c a year to 
use an electric washer in the average 
home.” Union Electric Light and 
Power Company ran the usual Janu- 
ary clearance sale, cutting one fourth 
to one half on prices of all appliances. 


St. Louis 


Ginsberg’s offered 
an aGuptation of the 
Des Moines wringer post iron 
combined with the 
Faultless washer at 
$59.50. This type 
permits sitting down to use it. The 
Des Moines Electric Light Com- 
pany offered new cooking and water 
heating ranges. The first 60 kw.hr. a 
month will be priced at $2.50, next 50 
kw. at $1.50, a total of $4.00 for 110 
kw.hr.—this, the advertising stated, 
would cover the cost of electricity for 
ordinary home use, including lighting, 
refrigeration, washing machine and 
radio. Electric cooking might require 
150 kw.hr. per month, running about 
$3.60 additional. Water heating would 
cost $2.25 for 250 kw.hr. A total cost 
of around $9.85 a month, estimates 
Joe Schilling, would take care of a 
home using 510 kw.hr. of electricity 
per month. 


A Hotpoint iron 
sale at $4.95 evi 
Kansas City dently went well 
with the Kansas City 
Power and Light 
Company. Mace 
Ryer ran another iron sale at $1.98, 
also featuring Hotpoint. The Kansas 
City branch of Sears Roebuck fea- 
tured a Kenmore washer at $39.95, 
apparently not caring to push the $74- 
.95 model. The Jones Store jumped 
into the iron sale activity with a 
Thomas Edison automatic electric 
iron at $7.95. Crown Drug Store, 
hot on the heels of the price cutting 
Katz’s ran these electric items—Knapp 
Monarch irons, $2.19; electric heat- 
er, 98c; electric hair dryer, $1.49; 
electric vibrator, $1.09; electric mix- 
er, 98c; K.M. health lamp, $2.98; 
hot plate, 98c.; toasters, 89c, $1.69, 
$3.69. Wurlitzer ran a home laun- 
dry deal on the Mohawk porcelain 
tub washer at $44.50. Proposition in- 
cluded electric iron, one pair Roll-a- 
Tubs, 1 year’s supply soap. Jenkins 
Music Company gave space to Fair- 
banks-Morse radio. 


Perhaps more ex 

tensive Christmas 

Salt Lake and post - Christmas 
City advertising was done 

in Salt Lake City 

than in any other 

city in the West. One paper ran 
a 24-page electrical and radio section. 
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The ZMCI finished December with 
specials on electric ranges, advertising 
a $115 L&H at $69.50, also laun- 
dry equipment, mixers and cleaners, 
at such prices as $18.75 for a Mix- 
master. January started with a radio 
clearance. Sessions clocks sold for 
$1.29. The Standard Furniture ad- 
vertised Faultless washers ($43.95) 
and radio. The Paris Co. announced 
a “refrigerator scoop”, with 200 Frig- 
idaires for sale at $99.95 (reg. $124- 
50) and $149.50 (reg. $174.50). 
The Southeast Furniture Company 
ended the year with a clearance, in 
cluding ranges, radios, Maytag wash 
ers and Crosley refrigerators ($99- 
50). Later they advertised a special 
6-piece Maytag washer outfit, includ- 
ing tubs, iron and board for $79.50. 
Axelrad’s made a post-Christmas of- 
fer of 50% off on Estate electric 
ranges. Auerbach’s offered a_ free 
handkerchief to those attending a 
Hoover demonstration. They ended 
the year with a rummage sale and 
continued specials through January 
home furnishing events. A $1.39 elec- 
tric oven and potato baker went for 
79c, electric casseroles (reg. $5.50) 
for $2.55, $3.98 toasters for $2.00. 
Floor models of sewing machines went 
at a special price and a special was an- 
nounced on XL washers at $39.50. 
Easy washers and Hoover vacs were 
also mentioned. The Boyle Furniture 
Company announced its opening on 
Jan. 6, with Westinghouse and Leon 
ard refrigerators, Hoover cleaners, 
Estate ranges, Dexter washers and 
Atwater Kent radio. They have been 
running a contest on the number of 
words to be made from a sentence, 
with one Westinghouse refrigerator 
and 5 Dexter washers as prizes. 
(They have branches in Ogden, Brig- 
ham and Logan). The Utah Power 
and Light Company urged their cus- 
tomers to “modernize electrically in 
1935”, following this up with Better 
Light ads, featuring the 3-lite lamp. 


Cooperative 
advertising charac- 
terized Christmas 
sales in Denver. The 
Public Service Com- 
pany ran a detail- 
ed illustrated shopper’s guide which 
brought shoppers into the store to ask 
for “one of those’. Most stores fea- 
tured post-Christmas sales. The May 
Company offered a limited number 
of $75 Crosley refrigerator chests at 
$64.50, $144.50 Westinghouse boxes 
at $116.50 and $189.50 Universals 
at $129.50. A $94.50 Automatic iron 
er went for $74.50 and a Westing- 
house cleaner for $19.95. Joslin's sold 
Apex cleaners ($39.85) for $29.50, 
Hamilton Beach ($39.50) for $27- 
0, and Troy ($29.50) for $19.95. 
There were also radio specials. The 
Denver Dry Goods Company staged 
a sale on Jan. 6, $1.49 drink mixers 
selling for 78c, $1.98 irons for $1.39, 
$1.49 toasters for $1.08, with othe: 
specials, including radio. The new N. 
B.C. Building has been opened as 
Denver's “Radio City”, the Chas. E. 
Wells Music Company occupying the 
ground floor. 


Denver 


-In Reno Nevada 
Machinery & Elec- 
tric Co. ran a ser- 
ies of appliance ads 
before Christmas, 
following with 
Zenith radios in January. Shearer's 


Reno 


staged a G.E. washer and ironer event 
in January, with a demonstration in 
the window of the J.C. Penney Com- 
pany, as well as in their own. A wash- 
er or ironer was offered as a prize to 
the lucky one among those attending. 
H. E. Saviers, sold, so they say, West- 
inghouse appliances and Philco. The 
Sierra Pacific Company urges the pub- 
lic to report in “tricky lamp sales- 
men” who sell 200-watt lamps label- 
led 150-watts on the basis of alleged 
superior light. 


Among the Port- 
land specials have 
been: Meier and 
Frank, radio, Detro- 
la ($22.50) $13.95, 
Grebe ($30) $16- 
.95; $5.95 Hotpoint toasters, $5.95 
juice extractors, and Manning Bow- 
man coffee makers, all for $5.00. The 
Powers Company offered Universal 
percolators at $5.95, Hotpoint and 
Universal toasters at the same price, 
Telechron clocks for $3.97, Hotpoint 
waffle irons, $6.95, Hamilton Beach 
cleaners, Philco radio, Paramount 
washers, Kelvinators and tri-lite lamps 
on standard terms. The Pepco adver- 
tised a Hotpoint range at $221.55, a 
Thor combination complete home 
laundry for $79.50 and small appli- 
ances, from sun lamps at $36.50 to 
table roasters. 


Portland 


In Seattle the 
Puget Sound Com- 
pany have been ad- 
vertising ranges, 
Westinghouse at 
$59.50 and a combi- 
nation G.E. range and refrigerator for 
$142.50 together. The City Light 
featured all the major appliances be- 
fore Christmas and started the year 
with an institutional ad, citing raté 
reductions and accomplishments. They 
claim to have 28,000 ranges on their 
tines, and are now offering L& H 
ranges for $89.50, also featuring 
Westinghouse and G.E. On Jan. 11 a 
new plan was announced, to cut wir- 
ing costs 50%, with 24 mos. to pay. 
Westinghouse and Frigidaire refrig- 
erators also mentioned. The Rhodes 
department store offered Universal 
washers at $49.50 and advertised sew- 
ing machines. Grunbaum’s announced 
a special on Anderson-Pitt heaters 
($10.95) for $5.95. Frederick & 
Nelson—radios. Bon Marche—\% off 
on electric sewing machines. Ben 
Franklin Electric—in their late Christ- 
mas ads offered a $5 gift order on 
any men’s shop with purchase of re- 
frigerator, washer or ironer, or a 
choice of waffle iron, mixer, percola- 
tor, set of dishes or refrigerator ac- 
cessories. Good Housekeeping Shop— 
vacuum cleaners. 


Seattle 


Following Christ- 

mas, the Washing- 

Spokané ton Water Power 
Company of Spo- 

kane returned to 

Better Light ad- 

vertising, offering table lamps for 
$6.45, 3-lite floor lamps for $11.95, 
pin-it-ups from $1.95 and other “cer- 
tified lighting equipment”’, listing also 
dealers carrying same line. January 
saw a one-week sale of Eureka vacs 
at $19.85 with assorted attachments. 
The Crescent featured Frigidaire and 
Hoovers, and announced a sale of 
Royel Rochester appliances at Y off 
due to the purchase of a closed-out 
line. Tull & Gibbs staged a January 





clearance, with AutoMatic washers 
at $49.50, Universal cleaners at $24- 
50 and like values. Adults were urged 
to come in and get their Philco at- 
lases free. The Better Sight Better 
Light Bureau continued its “smoked 


glasses” advertising. 


Los Angeles has 
a new electric 
Les Angeles home in the all- 
steel house on dis- 
play on Wilshire 
boulevard. The 
George Belsey Co. furnished the G. 
E. kitchen and the Bureau of Power 
& Light the electricity. They adver- 
tise the savings possible through ab- 
sence of chimneys, furnace space, etc., 
suggesting also that a $32 rent will 
purchase a 6-room electric home. The 
Broadway advertised 3-candle reflec- 
tor lamps at $6.98, heaters at 59c, 
waffle irons at $2.69. Walker's sold 
“1900” washers at $42.95, Troy ra- 
dios at $13.95, also sewing machines 
and Maytag washers. Barker Bros. 
staged an after-Christmas sale of used 
and repossessed refrigerators and sew- 
ing machines. Norge refrigerators 
were advertised at $139.50 and a re- 
flector “mutual sunset” lamp at $19- 
.50. Robinson mentioned Mixmasters 
and rebuilt Electrolux vacs at $29.95. 
The May Company conducted a sale 
of sample and used refrigerators. Re- 
flector Select-o-lite lamps were $11- 
50; Premier Duplex vacs,” $39.95; 
sandwich toasters, 98c; corn poppers, 
$1.69; 6b. irons, 97c; Infra-red 
lamps, $2.79. and $6.79 (with brite- 
sun element). The Los Angeles Fur- 
niture Co. sold Thor combinations 
for $59.50 and offered special reduc- 
tions on floor samples, Easy or Uni- 
versal, $39.50; One-Minute or Sun- 
glow, $29.50, etc. The Eastern ad- 
vertised rebuilt Hoovers for $15.94. 
Bullock’s held a post-Christmas sale 
of floor samples, with an Easy ironer 
for $49.50, a G.E. refrigerator for 
$199.50, and vacuum cleaners at % 
off. A “1900” ironer was advertised 
for $44.50 and a Laundry Maid wash- 
er for $39.75. An Edison 6-Ib. iron 
brought $2.45 and a Blackstone wash- 
er (without pump), $49.50. A lamp 
event and a refrigerator sale on Norge 
($139.50 for the 5% cu. ft. size) 
were part of the January home fur- 
nishing sales. A cooking school was 
announced for the model kitchen. 


Northern Califor- 
: nia advertising was 
San led by P. G. & 
Francisco ¥.. announcements of 
Y, off on extra elec- 
tricity. The Em- 
porium featured Easy washers and 
ironers and mentioned Gilbert kitchen 
clocks to sell at $1.85. Hales—lamps, 
$5.95; used portable sewing machnie, 
$14.95; Sky raider . radio, $49.85. 
Breuner—factory rebuilt Premier Du- 
plex vacs, $19.85 (formerly $37.50). 
The White House—Manning Bow- 
man toaster, $2.95; Gilbert juicer, 
$6.95; Newport juicer, $10.95; Eu- 
reka with attachments, $29.85. Schwa- 
bacher-Frey — rebuilt Air-way vacs, 
$17.95; G.E. 6-Ib. irons, $2.29. Chas. 
Brown—double sandwich toaster, $1- 
39; heater, $1.49; light fixture, $1. 
Gump’s—lamps (formerly $36), $28- 
80; (formerly $17) $14.60. Nathan- 
Dohrmann—desk lamp, $2.45; bed 
lamp, $1.45. Ruud Heater Co.—Kel- 
vinators. Sherman-Clay—post Christ- 
mas clearance of radio trade-ins. 
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Hale's, Sacremen 
to branch, adver 
tised an ironer un 
der their own name, 
selling for $49.85, 
with a window dem- 
onstration and a free home dem 
onstration on request. The Eastern 
oflered Modern Laundress washers 
for $39.99, ironers for $27.95. F. H. 
McGinnis’ offer of no payment until 
March on refrigerators ended with 
Christmas. Breuner’s in January 
clearance sales included Thor washers 
at $69.50 (formerly $89.50), and a 
Thor ironer at $39.95, also a reflec- 
tor floor lamp for $5.95. Schroder in 
his advertising complains of his com- 
petitor’s knocking. Hobrecht asks “Is 
vour house safe electrically for the 
1935 baby?”, and features light fix- 
tures and vacuum cleaners. Montgom- 
ery-Ward suggests washers at $39.95. 





Buford sold Easy 
washers at $49.50 
up and “1900s at 
$39.50. A 4-day 
Easy ironer demon- 
stration was an- 
nounced, with the free gift of an 
Easy lingerie line to all attending. 
Cook’s Music Shoppe advertised May- 
tags at $69.50. Gottschalk’s featured 
Blackstone washers at $57.85, factory 
rebuilt Eurekas at $19.85 and sewing 
machines at % off. Radin & Kamp 
offered a $20 reduction on four mod- 
els of “1900” washers and mentioned 
electric heaters, waffle irons and toast- 
ers at $1. They also sold rebuilt Eu- 
rekas. Barrett-Hicks were among the 
late Christmas advertisers with refrig- 
erators and small appliances. Mont- 
gomery-Ward featured washers at 
$79.95 and small appliances. The San 
Joaquin Light & Power Corp., after 
recommending Christmas gifts for 
purchase to men “who blush easily”, 
has continued to advertise % off on 
extra electricity. Ranges, radios and 
Wesix heaters ($7.95) are, they point 
out, obtainable at your dealer's. 





1..Rosenzweig & 
_ Sons come into the 
— Phoenix picture this 
Christmas’ with 
small appliance ad- 
vertising. Barrows 
advertised radio and lamps in January 
and the Dorris-Heyman Company an- 
nounced “Another carload of May- 
tags’, selling a $99.50, with Faultless 
washers also available at $39.95. The 
power company is too busy selling gas 
heat to bother with electrical appli- 
ances. Nothing else. 



















in April 
PROCTOR 
starts a 
GREAT DRIVE 
to sell 
IRONS for YOU 





Hold up your iron plans until 
you see Proctor’s 10-Point 
Profit Plan in the March issue. 
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ENERAL ELECTRIC PRESENT 
the most complete line of 
modern electri¢ rut es.in the industry 


i oe & ™ 
i are a ® 
a 
: E, in one complete line, is the most 


attractive group of electric ranges ever 
presented. New beauty—new styling—new 
features—CALROD equipped—models and 
prices for every home, every income— modern 
designing that perfectly fits the new trend in 
kitchens-that can be completely “ built-in” 
—and supported by a national advertising 
campaign that will help you get the business. 
Write or wire for details! General Electric 
Co., Specialty Appliance Sales Department, 
Section RE2, Nela Park, Cleveland, Ohio. 
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SELLING 


and 


Stop trying to undersell the chain 


stores, says this manufacturer. The real 


competition today is in better retailing 


ESPECTFUL credit is due 
Mr. Tom Blackburn whose 
article, “The Price War Has 


Failed”, appeared in the November 
issue of Electrical Merchandising. If 
\Lr. Blackburn accomplished nothing 
more than to drag a sick cat out into 
the open for further diagnosis, he has 
done a great service to the electrical 
trade, and particularly the washing 
achine industry. 

lf you will recall, Mr. Blackburn's 
irticle revealed the story of a large 
ity department store which during 
1926 had done a total electrical busi- 
iess of over $600,000. Through “The 
tailure of price lure” which is given 
as the only cause, this store’s washer 
business for the last twelve months 
has dwindled to a paltry $18,000. To 
those familiar with washer sales ac- 
tivities at that time, the store cited in 
this article is quickly identified as one 
if the State Street store of Chicago. 

[t was pointed out that fifteen years 
of pioneering (in all probability paid 
tor by manufacturers) had produced 
i reservoir of prospects ready for a 
washing machine. It was considered 
naster merchandising to “step in and 


listribute economically at popular 
prices’. 

Phen what? 

Che Honorable Henry Wallace 


night express the next move as, “driv- 
ng the old cow into the bargain shed 
ind milking her dry”. The milker is 
quoted as saying, “the low price level 
of today is not attractive to the de- 
partment The panacea sug- 
gested to the washer industry for re- 
entry into the department store field 
is to “re-design machines giving great- 
er distinction in each price level by 
means of new features”. Organization 
among the manufacturers to end abu- 
ses is also suggested. They tell us the 
carnival of price cutting is over and 
the manufacturer who wants to get 
business will bring out a different ma- 
chine and line his prices to the point 
where his dealers can make a profit. 
Mr. who is readily iden- 
tified by many peddlers as the goose 
who laid the $600,000 egg referred 
to, 1s quoted as saying, “low price 
is no longer a thrill’. He feels also 


store’. 
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that the MANUFACTURERS have 
been wrong in watching mail order 
prices. He suggests that the regular 
line manufacturers should be satisfied 
with 70% of the washer business, 
granting the mail order houses the 
balance of 30%. His last and closing 
suggestion as quoted by Mr. Black- 
burn is that an operation must be per- 
formed—both by the manufacturer and 
the department store—and the sooner 
it is done, the brighter the health of 
the major appliance department will 
be in the future. 


But, before giving the sick cat the 
anesthetic and proceeding with the 


Tre Price Lare 


has Fattep 

















Tom F. Blackburn's article in 
the November issue of Electri- 
cal Merchandising 


operation, let us first give her the ben- 
efit of a clinic. She has been given 
scarcely more than a casual glance. 

As a manufacturer who has some 
knowledge of costs and designing and 
who has contacted many buyers, large 
and small in all types of stores from 
coast to coast, | propose to put up a 
fight for kitty’s life. This may, by 
chance, be her last one. 

In the first place, I cannot look in- 
to current mail order catalogs and be- 
lieve those responsible for pricing the 
washers really think, “low price is no 
longer a thrill”. 


Attention is directed to some very 
interesting figures given out by Pau- 
line Arnold in an article which ap- 
peared in the September 27th issue 
of “Advertising and Selling’. Report- 
ing on a survey of 2,280 homes locat- 
ed in 184 cities scattered from coast 
to coast, she found that a total of 1,- 
222 of these homes were equipped 
with washers. A little more than 20% 
of these homes were located in cities 
of over 500,000 population which 
would indicate that the department 
store had been given an opportunity 
to bid on this business. 

This survey which reported the 
makes of the various washers owned in 
these homes indicated that the three 
leading washing machine manufac- 
turers reputed in the upper price class, 
sold 70% of their washers, as per the 
sales reported, during 1930 or prior 
to that year. Since 1930, or during the 
past four years, their sales to these 
1,222 homes represented only 30%. 
Contrasting these figures, we find that 
the next washer in line in volume of 
sales is the most popular mail order 
washer and the figures show that 17% 
of their washers were sold during 
1930 or prior and 83% had been sold 
since 1930. This would indicate that 
price lure has been quite a factor dur- 
ing the past four years and there is 
strong evidence that it will continue 
to be a factor unless selling policies 
through other channels can be im- 
proved. 

While the prices shown in current 
mail order catalogs are conceded to 
be low, they are not as low as. prices 
shown in some of the advertising ap- 
pearing in city newspapers. An ad 
which appeared in a Los Angeles pa- 
per in December shows a Seaf#*Roe- 
buck “Kenmore” electric washer 
equipped with pump at a price of 
$39.97 with terms of $4.00 down 
and $5.00 per month. The customary 
west coast freight differential in the 








By 


IVAN F. 
WooDROW 


Automatic Washer Co., 


Newton, lowa 


past has called for an increased list 
price of $10.00 and a common dif- 
ferential for water pump in the east- 
ern territory has been $10.00. This 
leaves $19.97 for the washer. 

If price has lost its thrill, it seems 
inconsistent to run a bargain ad of 
this nature which approximates 60 
inches in a Los Angeles paper having 
a rather high advertising rate. 

some of us were waiting our 
turn to see the Buyer referred to at 
the time he was building up his $600,- 
000 monument, he was asking manu- 
facturers for a lower price with the 
appeal that it cost 40% to do business 
in that particular store. However, the 
final score as reported by Mr. Black- 
burn was 15% covering selling, serv- 
icing, advertising, management and 
overhead. Some of the manufacturers 
granted special discounts and adver- 
tising allowances. The price advan- 
tages gained were passed on to the 
consumer and the $600,000 volume 
became history. The executives of this 
store admit they “stepped in and dis- 
tributed economically at popular 
prices”. 

After beating down the manufac- 
turers’ prices and sacrificing margin 
in anticipation of volume, the Buyers 
had the washer manufacturers on the 
toboggan and they continued their 
onslaught for lower prices until the 
manufacturers can see little ahead ex- 
cept the stone wall at the bottom of 
the hill. They now tell the manufac- 
turers that, “the low price level is not 
attractive to the department store’. 
They have milked the manufacturers 
almost dry and they now propose that 
these manufacturers junk their tools 
and dies, and give them new models 
and new features. Some manufactur- 
ers have followed this advice but the 
constant appeal of the buyers who re- 
present these advisers is PRICE. 

In speaking of new designs and 

(Continued on page 67) 
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T took nearly two years to per- 

| fect the new Speed Queen 
Safety-Roll Wringer. But chis 
exhaustive experimental effort 
proved to be worth it. Final com- 
parative wringing and endurance 


Photo here shows the 
compact design of the 
new Speed Queen 
Wringer. Top can bx 
lifted open to clean 
rolls, etc., without 
danger of any parts 
getting out of position 
Opens and closes as 


free as a hinge 


Easy to Engage 


Pressure 


tests with other leading makes of j 
: ; To close wringer and 
wringers proved beyond question re-engage pressure, all 
the outstanding supersorsty of that is necessary is to 
this new Speed Queen Wringer. press down top as 
In addition to its mechanical per- shown above. Pressure 
fection, it also is a masterpiece of is self-adjusting. Com 
modern, streamline beauty. parative tests with 
‘ : leading makes prove 
So now ... with this new ex- new Speed Queen 
clusive wringer . . . the new ex- Wringer removes mos: 
clusive cabinet design . . . the water from clothes 
exclusive bowl-shaped tub . . . the ae ¥ 
‘ a ‘ Easily Accessible 
sai ® exclusive double wall chassis con- rn ea 
ist - struction . . . the exclusive arc- — 
if- cuate drive transmission . . . plus a a wt the 
a the balanced range of five popu- ae 
' SIX 1935 MODELS larly priced models . . . the 1935 my Syst tak & 
: ie provide complete a 
ms Speed Queen Line gives you the cessibility in va hand 
of MODEL A New Deluxe Cabinet Model with Mone! strongest array of sales ammuni- kerchief. etc.. should 
60 Metal Tub. New Speed Queen Safety-Roll W ringer : : . § : te 
: Sectte Wats seainey dienes Gan tion available today in the wash drop underneath. Also 
g ing machine industry. handy construction fo: 
MODEL 8 Same deluxe construction as Model A , i 
yur except equipped with white Porcelain Tub Write and get the full Speed CaaS 
at MODEL F Leading seller in line. (Shown above.) een-Simplex pro 1tiON. 
0, Popularly priced. Double Wall Cabinet Construc a pl —— 
nu- tion. Green Porcelain Tub. New Speed Queen 
the Safety-Roll Wringer. Pearl Green Finish BARLOW & SEELIG MFG. co. 
ess MODEL O A merchandising “step-up model be Ripon, Wisconsin 
the tween the M and che F offering Double Wall 
ck- Construction at lowest price. Has Bow!l-Shaped 
rv- Porcelain Tub. Finished in Green 
and MODEL M_ Low priced leader. Conventional Single 
rers Wall Construction. Porcelain Tub. Submerged 
er- type Agitator. 2-tone Tan finish 
ran- MODEL X = For homes without electricity. Equipped 
the with famous Briggs & Stratton 4-cycle gasoline 
ime motor. Has Double Wall Construction; new Speed 
hi Queen Safety-Roll Wringer; Bowl-Shaped Tub, 
dis and other exclusive Speed Queen features. 
1S- 
lar Also 
7 Gumprex Jroner 
rgin A 
yers Cabinet and Open Type Models 
the 
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A Review of New Hoducts 








ABC Ironers 
Ilterfer Bros. Co., Peoria, Il. 

Models: WA cabinet type and HA Roll- 
About ironers. 

Description: Model WA, entire ironer 
assembly enclosed in stainless porce- 
lain-top cabinet when not in use; top 
swings at right angles, can be used as 
shelf space for finished and ready te 
iron clothes; both models equipped 
with fully automatic pressing device; 
emergency hand lever releases iron- 
ing shoe from roll; 3-point suspension 
chromium plated ironing shoe 4 h.p. 
Westinghouse motor; 1200 watt heat- 
ing element; 26 in. roll; full open 
end; modern design, gray Durad 
enamel beige trim. ABC DeLuxe 
Model ZA now equipped with con- 
venience outlet. 

Price: WA, $69.50; HA, $49.50.—Elec- 
trical Merchandising, February, 1935. 





Leonard Refrigerators 
Leonard Refrigerator Co., 
Detroit, Mich. 

Vodels: 12—six porcelain, six lacquer. 
Capacities: From 4.25 cu.ft. to 10.59 


cu.ft 
Special Features: All models: center 
hung all-porcelain cooling unit; 


Chil-Om-Eter with Steady-Kold de 
froster; 1-piece porcelain food com- 
partment; Model SL 435, SP 525, 
SL525, LA425, SL & SP600 and SL721 
new 2-glass dish Convenience Basket 
ivailable, slight additional cost; 
Models SP and SL600 and SL721 
equipped with 4-tray cooling unit 
producing 9 lbs. ice; also equipped 
with refrigerated shelf in cooling 
unit, interior lights, etc. 

Single door de luxe modéls PD896, 
704, 588 and LDS53 equipped with 
double-depth tray with cover, 1935, 
t-dish Convenience Basket, 2 folding 
shelves. 

PD 1059 equipped with 2 Len-A- 
Dors; easy cube ice tray; cold chest; 
vegetable crisper; service tray; bot- 
tle rack; and 3 dish “Convenience 
Basket”.— Electrical Merchandising, 
February, 1935. 
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Monarch Range 
Malleable Iron Range Co., 
Beaver Dam, Wis. 


Model: Monarch “Matron” 3-in-line 


table top range. 


Description: Equipped with 3 Monarch 


“Hi-Efficiency” units — 3 - in-line at 
rear of cooking top providing con- 
venient working surface; oven 17x14 
x16 in. equipped with 2-1500 watt 
units controlled by a “preheat, bake 
and broil” switch; storage compart- 
ment, 10x1614x19 in.; built-in cooker 
optional; oven temperature control; 
ivory-tan or white enamel finish with 
matching marbleized cooking top. — 
Electrical Merchandising, February, 
1935. 





Nesco Roasters 


Vational Enameling &@ Stamping Co., 


270 N. 12th St., Milwaukee, Wis. 


Models: No. RA-95 and RA-96 auto- 


matic roasters. 


Description: Roasts, bakes, cooks com- 


plete meal; RA-95, 6 qt.; RA-96, 11 
qt. liquid capacity; removable porce- 
lain enameled cooking well inset; sig- 
nal light thermostat; automatic time 
control accessory attachment connect- 
ed to cord set, can be set to turn roast- 
er on or off during any period up to 
5 hrs.; elements embedded in asbestos 
paper with cement coating heats on 
sides and hottom—90% heat on sides, 
10% on bottom; porcelain enameled 
heating well and cover, Japanned 
sides and hase; Bakelite handles.— 
Electrical Merchandising, February, 
1935. 





v 


Royal Rochester 
Display Fixture 


Robeson Rochester Corp., Rochester, N.Y. 
Description: Washable, collapsible dis- 


play fixture harmoniously colored 
with oil paint; entire display shows 
+ pieces of merchandise; free to deal- 
ers purchasing small assortment of 
appliances.—Electrical Merchandising, 
February, 1935. 
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GE Ranges 


General Electric Co. 
Specialty Appliance Sales Dept., 
Nela Park, Cleweland, O. 


Models: New line includes 8 models, 6 


table top, 2 high oven type: Leader, 
Master, Empress, Sovereign, Com- 
panion, Lenox, Hostess, Imperial. 


Description: Leader, table top model 


equipped with sliding oven shelves, 
spacious storage compartment; fast 
oven, high efficiency broiler, oven pi- 
lot light, automatic temperature con- 
trol, 2-heat load-balancing switches, 
appliance receptacle, 1 giant and 2 
utility size Hi-Speed Calrod surface 
units, duplex oven unit—2400 watts 
for preheat and broil, 1200 watts for 
baking—36x23 in. floor space; oven 
18x14x18 in. 








Imperial, highest priced model with 
4 surface units, 2 large ovens, utility 
drawer and warmer compartment can 
be furnished with extension cabinet 
providing 6 or 8 units and 2 addi- 
tional utility drawers; equipped with 
GE “minute minder”, automatic light 
in upper oven, thrift cooker with spe- 
cial pudding pan, aluminum, smoke- 
less broiler pans in each oven. 

Companion, lowest priced model, 
large capacity range occupying mini- 
mum space; recommended for apart- 
ment use. Table top models can be 
built flush against wall and adjacent 
cabinets to harmonize with other kit- 
chen equipment. 


Prices: From $69.50 to $564.00.—Elec- 


trical Merchandising, February, 1935. 
v 


Spring-Action Display 


Iillied Mercantile Co., Newark, N. J. 
Device: Counter display box for 


“Spring-Action” safety plugs and 
cube taps; royal blue and chrome 
vellow; selling messages in panels; 
contains selection of assorted. types 
and sizes.—Electrical Merchandising, 
February, 1935. 


Frigidaire Refrigerators 


Frigidaire Corp., Dayton, Ohio 


Models: 16—% Standard, 4 Master, 5 


Super, 2 De Luxe, Koldchest and 


6.1 cu.ft.; Master Series: 4.1, 5.2, 
6.1, 8.1 cu.ft.; Super Series: 5.2, 6.2, 
7.1, 9.1, 12.1 cu.ft.; De Luxe Series, 
10 and 13.1 cu.ft.; Koldchest 2.1 cu. 
ft.; WP-18, 18.3 cu.ft. 


Special Features: Standard Series: Cen- 


trally located super freezer ; automatic 
reset defroster; automatic tray re- 
lease; rubber grid tray; super freez- 
er plates; cold control; automatic in- 
terior light; utility basket; hydrator. 

Master Series: also equipped with 
Servashelf; quickube tray; elevated 
shelves. . 





Super Series: equipped with quick- 
freeze control which speeds freezing 
of ice and desserfs and returns to 
former operating schedule automatic- 
ally; giant stainless hydrator. 

De Luxe Series: equipped with 
Multi-cold section; Ice-Chest; frozen 
storage chest; utility chest; hydrator 
chests; water cooler; rolling pin; 
Serverette; and quick freeze switch. 

Super and De Luxe series, porce- 
lain interior and exterior. Standard 
and Master series, Dulux exterior. 


Prices: Standard 4, $119.50; Standard 


5, $149.50; Standard 6, $183.00; Mas- 
ter 4, $134.50; Master 5, $163.00; 
Master 6, $199.50; Master 8, $239- 
.50; Super 5, $184.50; Super 6, $224- 
.50; Super 7, $259.50; Super 9, $309- 
50; Super 12, $374.50; Deluxe 12, 
$431.50; Deluxe 15, $521.50; Kold- 
chest $79.50; WP-18, $518.00.—Elec- 
trical Merchandising, February, 1935. 





Manning Bowman 


Percolator 
Manning-Bowman & Co., 
Meriden, Conn. 


Model: “Today's” percolator. 
Descriplion: 6-cup capacity; all metal 


_top; dripless spout; straight body 
lines ; chromium finish; 350 watts, a.c. 
or dc. 110-120 volts; 94 in. high, 


Price: $5.50.—Electrical Merchandising, 


February, 1935. 
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Universal 


Table Appliances 
Landers Frary &@ Clark, 
New Britain, Conn. 
Device: Complete ensemble of “Beau- 
monde” pattern table appliances. 
Description: No. E 6626, automatic 
drip coffee percolator, 6 cup capacity ; 
No. E 6360, sandwich toaster, waffle 
maker and griddle equipped with 2 
sets interchangeable grids,— flat set 





for toasting 2 large sandwiches, fry- 
ing bacon, etc., and a waffle set; 
No. E 69770 sandwich toaster and 
griddle, same as above except equip- 
ped with flat grids only. No. E 621 
chafing dish silver lined cover 
and food pan; tin lined water pan; 
capacity 3 pts. Electrovac coffee 
maker — 4, 6 and 8 cup capacities. 
No. E 6612 Turn-Easy toaster. No. 
E 6722 Double-Quick 2-slice oven 
toaster. No. E 69384 non-automatic 
waffle maker.—Electrical Merchandis- 
ing, February, 1935. 









PROCTOR 
has CHANGED 
the whole 
picture of 
IRON PROFITS 


Hold up your iron plans until 
you see Proctor’s 10-Point 
Profit Plan in the March issue. 













AUTOMATIC 


WASHERS 


With such exclusive teatures 
























as the Invertible Duo-Disc 
Agitator, Magic Button Safe- 
ty Wringer and the Stokes 
Ball Bearing Drive, Auto- 
matic washers present a true 
measure of washing machine 
value to the housewives of 
America. It is significant that 
the Automatic Washer Com- 
pany, builders of quality 
washing machines, should 
rely on Sunlight motors to 
help provide the faultless, 
reliable performance that 
they offer in their new line of 
Automatic Duo-Disc Wash- 
ers. . . . Sunlight Electrical 
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SUNLIGHT MOTORS 
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SIGNAL2--COOL- SPOT 





Here's the new No. 360 
12” Induction Oscilla- 
tor Cool Spot at $14.75 
list. Delivers a ‘large 
volume of air, measured 


by N.E.M.A. standards. 


A 12” fan now within the 
reach of every home owner. 


The Cool Spot line is a line of 
fans you can sell with confidence. 
Backed by the Regular Signal 
guarantee, Cool Spot fans are our 
answer to a demand for popular- 
ly priced fans and point the way 
to more sales for you. 

The Signal line of fans is well 
known, proven and accepted and 
is our primary line—fans of high 
quality. Distributors and dealers 
of Signal fans stay with the line 
year after year, and each season 
it attracts new ones. 

For your protection, back of 
Signal fans is a rigid selling poli- 
cy. To help your sales program 
Signal also offers a new list of 
selling aids. 

Tie up with Signal and Cool 
Spot fans for 1935. 


SIGNAL ELECTRIC MFG. CO. 
MENOMINEE, MICHIGAN 


Offices in all principal cities 


StiNAL 
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Crosley Refrigerators 


The Crosley Radio Corp., 
Cincinnati, O. 


Models: 9—FA 40, 50, 60, 70 Shelva 


dor Models; F 43, 55, 70 Tri-Shelva- 
dors; and FR 20, 30 table Shelvadors. 


Capacities: 4.09, 5, 6, 7.08, 4.3, 5.51, 


7.08, 2 and 3.1 cu.ft. respectively. 


Special Features: Shelvador models 


equipped with automatic interior 
light; porcelain interior; lacquer ex- 
terior; ventilated front; FA 50, 60 
and 70 equipped with double depth 
tray for freezing desserts; also avail 
able with porcelain exterior. 

Tri-Shelvador models equipped 
with Shelvatray; shelvabasket, stora 
bin; porcelain interior, lacquer or 
porcelain exterior 





fx. 
€ : 


Table Shelwadors; 36 in. high, 
23% in. wide, 25 in. deep; porcelain 
table top; 2 ice trays; features in 
clude Shelvador; temperature con 
trol; rotary compressor ; white lacquer 
exterior; recommended for small 
homes, apartments, summer camps, 
cottages, etc 


Prices: Lacquer models: FR 2, $79.50; 


FR 30, $94.50; FA 40, $112.50; FA 
50, $129.50; FA 60, $149.50; FA 70, 
$169.50; F 43, $139.50; F 55, 164.50; 
F 70, $189.50. Porcelain models: FA 
50, $152.00; FA 60, $174.50; FA 70, 
$194.50: F 43, $159.50; F 55, $137.00. 
F 70, $219.50.—Electrical Merchan 
dising, February, 1935. 


v 





Lock Wedge Leveler 
H. A. Jones, 
2339 N. Albany Ave., Chicago, Iil. 


Device: Rubber leveling device, levels 


and locks washing machines into posi- 
tion without lifting; eliminates vi 
bration, prevents crawling or creep 
ing of washer; 344x6 in.; graduated 
from Y% in. to Y in. 


Price: 75¢ a pair.—Electrical Merchan 


dising, February, 1935 


ABC Washers 


Alterfer Bros. Co., Peoria, Ill. 


Models: Six—Super 66, 75, 38, 18, 44-G, 


18-G. 


Description: All models equipped with 


corrugated paneled porcelain tub; 
improved French type perforated 4- 
wing agitator; Models 38 and 18 
equipped with full powered, over- 
sized Westinghouse motor and ABC 
finger touch safety clothes feeder; Su- 
per 66 features new ABC patented 
streamline wringer with Finger Tip 
control lever which stops or starts in- 
stantly at touch of finger, moves 
wringer into any one of 8 positions by 





pressing lever clear down; Finger Tip 
safety release; Finger Tip button for 
reversing wringer rolls and flipping 
drainboard; Finger touch safety 
clothes feeder; white porcelain inte- 
rior; beige and gray exterior; Super 
66-P equipped with automatic drain 
pump. No. 75 Spinner equipped with 
ABC patented revolving turret drain- 
board; Y% h.p. motor; washes and 
damp dries 7 Ibs clothes simultaneous- 
ly; equipped with automatic drain 
pump. No. 38, large capacity washer, 
washes 60 Ibs. clothes (dry) per hr.; 
warm gray exterior; 38-P, equipped 
with automatic drain pump. 





No. 18, 55 lbs. clothes (dry) per 
hr.; 18-P equipped with automatic 
drain pump. 

Nos. 44-G and 18-G, “Blue Flash” 
4-cycle gas engine washers. 


Prices: Super 66, $99.50, Super 66-P, 


$109.50; 38, $69.50, 38-P, $79.50; 75, 
$124.50; 18, $49.50; 18-P, $59.50.— 
Electrical Merchandising, February, 
1935. 








Ironrite lroners 


The lrenrite Ironer Co., 
38 Piquetie St., Detroit, Mich. 

Models: 20 and 30 open type; 25 and 
35 cabinet type. 

Description: Cabinet models: porcelain 
table top; cover support automatical- 
ly lowers to floor when cover is 
swung back, rigidly bracing machine . 
all models equipped with Ironrite 
ironing units; both ends of shoe, 
feedboard, rolls are open; fully au- 
tomatic feather-touch knee control; 
convenient pressing lever; combina- 
tion safety pilot light and switches; 
instant hand release; Ironrite green 
finish. ; 

Prices: From $79.50 to $99.50; slightly 
higher Pacific Coast states.—Electrical 
Merchandising, February, 1935. 








7 
Diehl Fans 


Diehl Mfg. Co., Elizabethport, N. J 

Device: New Diehl oscillating and non 
oscillating fans. 

Description: Available in sizes 8, 10, 12 
and 16 in. sizes; improved fan blad« 
design; radial design guard; motor 
equipped with long life bearings, 
which require lubrication only once 
a season.—Electrical Merchandising, 
February, 1935. 





Greyhound Iron 

R. & R. Electric Corp., Mount Joy, Pa. 

Model: “Glow-Point” Model C iron. 

Description: 6-watt, 120 volt, spotlight 
bulb floods light on goods being 
ironed ; visible heat indicator ; switch 
control in air-cooled Bakelite handle , 
cut-out prevents overheating; no plug 
—cord directly connected to iron; hee! 
rest; 750 watts, weighs 5 lbs.—Elec- 
trical Merchandising, February, 1935. 
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NOTABLE NEW PRODUCTS 
--- ALL NORGE QUALITY 


@ When you sell a Norge Rollator Refrigerator, 
you turn a customer into a friend. Now there 
are new Norge products to help you turn that 
friend into a customer again. And how much 
easier it will be to make the sale when the cus- 
tomer has learned about Norge quality and de- 
pendability through Rollator Refrigeration. 


Norge dealers have made a spectacular suc- 
cess with one product. Think what they can do 
with these new additions to the line. You may 
be well assured that each and every one of these 
new products exemplify Norge style, beauty, 
ELECTRICAL MERCHANDISING—FEBRUARY, 1935 


NEw) CHAPTER 


to be written in 
the Norge story, 
== of success 












quality and performance... and carry typical 
Norge sales support. 


The high expectancy of salability to which 
Norge dealers have been educated, will be 
further stimulated by these splendid new prod- 
ucts. They will sell to old customers, create new 


customers, new store traffic and new profits. 


Write, wire or phone today for complete 
details. 


NORGE CORPORATION 

Division of Borg-Warner Corporation, 606-670 

East Woodbridge Street, Detroit, Michigan. 
a 

Rollator Refrigeration « Electric Washers 

e Broilator Stoves « Aerolator Air Conditioners « 


Whirlator Oil Burners « Gas and Electric Ranges 
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TELECHRON MARKS DO hy! 


S / 
ELP YOU 
INCREASE SALES! 


HERE is the answer to the question “What's live ‘merchandise to 
feature this month?” It has been possible to reduce prices on six 
nationally advertised, popular Telechron models. Every model is 
a proven seller... not a “back number” among them! Be sure 
you have them in stock. Then put them where they can be seen. 
Show the prices clearly. Tell your customers about them. You 
won't be disappointed! 





7°33 AAS OuUKeE 3Fs! 


Seems af Jf rerail $495 Formerly $f. ff rerail $395 


WOU cceseeeepecece 
TPES Bk « 1, formerty 09 verail. now . 4.8 


OW «see eeenenenennee 





smue sFrol DAPHNE a*s3 
Formerly Of ffrorat $495 Formerly Of. retait $395 





MIMITMAN 8803 COMMONWEALTH 3FO1 
er |... $g25 Se ee $650 
GET tn TOUCH WITH YOUR LOCAL 


DISTRIBUTOR, OR WRITE TO THE 


WARREN TELECHRON COMPANY 


125 MAIN STREET ASHLAND, MASSACHUSETTS 


Telechiron 


(Reg. U. 8. Pat. Of. by Warren Telechron Co.) 


TELECHRON SELF-STARTING ELECTRIC CLOCKS 
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GE Dish-Glass Washer 


General Electric Co., 
Specialty Appliance Sales Dept., 
Nela Park, Cleveland, Ohio. 


Device: Glasswasher for lunch-counters, 


boarding houses, tea rooms, etc. 


Description: An adaptation of GE dish- 


washer, equipped with specially de- 
signed trays for glassware; ‘“h.p. mo- 
tor makes continuous operation possi- 
ble where required; manually-operat- 
ed controls of water valve, drain valve 
and motor contact desirable because of 
varying conditions to which equip- 
ment is subjected ; spray washing and 
rinsing principle of domestic GE dish 

washer retained ; all metal trays avail 

able in combinations for glasswash- 
ing, dishwashing, combination of dish 
and glass washing; special all steel 
base-type cabinet available as separate 
equipment 24 in. wide, 25 in. deep, 36 
in. high. 


Price: $199.50 f.9.b. factory.—Electrical 


Merchandising, February, 1935. 
v 





Universal 
Hospitality Trays 
Landers Frary & Clark, 

New Britain, Conn. 


Models: No. E8620; No. E8720. 
Description: No. E 8620 consists of 2- 


slice oven toaster; walnut finish tray, 
black handles 21144x16 in.; 5-com- 
partment crystal glass dish, 644x147 
in.; walnut trimmed maple cutting 
block and 7 in. stainless steel knife 
with ivory grained handle. 

No. E 8720 set consists of sandwich 
toaster and griddle; walnut finished 
tray; 5-compartment glass dish; wal- 
nut trimmed maple cutting block and 
7 in. stainless steel knife.—Electrical 
Merchandising, February, 1935. 





Benjamin Variety-Lite 
Benjamin Electric Mfg. Co., 
Des Plaines, Il. 


Device: Lighting fixture for use in laun- 


dry, furnace room, attic, inside and 
outside garage, etc. 


Description: Double hinged joint per- 


mits reflector to swing through a 
wide arc and tilt up or down; rub- 
ber cord and attachment plug; por- 
celain enameled steel reflector.—Elec- 
trical Merchandising, February, 1935. 


Sparton Refrigerators 
The Sparks-HW ithington Co., 
Jackson, Mich. 


Models: 6 “Extra Features” models. 
Special Features: Baskador-wire rack 


permanently fastened to inside of 
door; Handi shelf; Vegabin—at base 
of cabinet for storing vegetables; an- 
ti-frost clock also serves as kitchen 
clock ; porcelain baffle eliminates dead 
air spots; 10-speed cold regulator; 
ice-tray release lever; automatic in- 
terior light; flat ribbon-type shelves. 
Electrical Merchandising, February, 
1935. 





Chase 
Waffle Iron Accessories 


Chase Brass 2 Copper Co., 
10 E. 40th St., New York City 


Device: Waffle iron accessory set. 
Description: Set includes all pieces nec- 


essary for serving waffles—pitcher for 
mixing and preparing batter, sugar 
shaker and small pitcher for syrup 
all on large serving tray; Chromium 
with complimenting composition han- 
dles. 


Price: $10.00. — Electrical Merchandis- 


ing, February, 1935. 





Major Refrigerator 


Major Appliance Corp., 14th Floor, 
Merchandise Mart, Chicago, Ill. 


Model: Major 8. 
Capacity: 8Y2 cu. ft.—5 fast freezing 


trays; 140 cubes. 


Description: “Tempo-dor”, inner door 


that prevents cold from spilling out 
when food door is open; Tempo-Stat; 
Tempo-Multifast freezer; Tempo-file; 
Tempo-tray; Tempo-shelf; Tempo- 
basket; Tempo-twin compressor; } h. 
p. GE motor; Porcelain interior, Du- 
lux exterior.—Electrical Merchandis- 
ing, February, 1935. 
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News flashes from Westinghouse Refrigeration 
Headquarters herald sensational new line, new 
selling features, tremendous new promotion plan! 


Mail coupon for advance inside information! 


| New streamline beauty 
LAS * -..mnew dial tempera- 
ture selector...new 


a button-touch door latch! 
wn! New revolving shelf gives 
FL AS e amazing convenience 


and increases the 


_—_ a accessible storage space! 


y New kind of all-metal 

LAS . ice tray ejects ice cubes 
automatically...no 

za - fussing at the sink! 
4 New special compart- 


LASH- ments for salad greens, 
% fruits, vegetables and all 
_ ie kinds of dairy products! 

| Greater economy and 
FL AS * dependability than ever 


in the famous hermeti- 


Ia cally-sealed mechanism! 
| Gigantic new advertising 
FLAS * and sales promotion 


program to reach 


—— wa every prospect in America! 


@ NOW is the time for you to investigate and plan to get in on 
this greatest year in Westinghouse history! Detailed announce- 
ment will be made March Ist, but the coupon below will bring 
complete advance information...IMMEDIATELY. Get all 
the facts and figures that back up these headline news flashes! 
Don’t hesitate . . . mail the coupon TODAY! 


Westinghouse 
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Westinghouse Electric & Mfg. Co., 
Refrigeration Dept. 12, Mansfield, O. 
Rush us complete advance information 
on the 1935 Westinghouse Refrigerator 


a a 
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ICE-O-MATIC 


Made by Williams Oil-O-Matic 


Not a so-called “Hot Line’’. . . but 
Highest Quality Merchandise 


HERE S permanent proft im featuring 
merchandise you can fearlessly recom- 
nend 


ice-O-Matic 1s bwili—not just assembled—by 
the makers of Oil-O-Matic—the world’s fast- 
est selling oi! burner. Ice-O-Matic is powered 
by the famous Williams Capacitor (brushless) 
type motor—developed and built in the Wil- 
rams factories. No pains are spared to make 
lce-O-Matic mechanically superior. 


Iwo brand new lines—the De Luxe line for 
those who accepe only the best there is— 
snd a distinguished new line of quality re- 
trigerators for the popular-priced field—make 
every refrigerator pospect an Ice-O- Matic 
prospect. The aristocratic new Ice-O-Matics 
sre up-to-the-minute in their striking beauty 

incorporating every special feature your 
customers want 


lce-O-Matic has back of it the tremendous 
resources of the world’s greatest concern spe- 


lee-O-Matic Refrigeration Division 


WILLIAMS OIL-O-MATIC HEATING 
CORPORATION 
Bloomington, Llinois 
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cializing exclusjvely in the control of tem- 
perature. The companion line of commercial 
Ice-O-Matic refrigeration meet the needs of 
grocers, butchers, restaurants, hospitals, dai- 
ries with a complete range of compressor 
sizes at attractive low prices. Also a most 
complete line of Milk Cooling and Truck 
Refrigeration equipment. Another Williams 
product, Air-O-Matic brings Williams per- 
formance to the air conditioning field. 


A lewer of telegram will bring full details 
of the Ice-O-Matic Distributor's franchise 
arrangement. 


$ 





WILLIAMS OIL-O-MATIC HEATING 
CORPORATION 
Ice-O-Matic Division, Bloomington, lil. 


Please send me full details of the 1955 
Ice-O-Matic line and franchise. 
Name 

Address 

City ‘ State or 
EM. 2-5 





Review of 


New Products | 














Barton Washers 

The Barton Corp., West Bend Wis. 

Models: 7 

Description: Model L, _ illustrated, 
equipped with patented convoluted 
tub and patented water action; 16 
hot jets of water are shot from tub 
wall through clothes; new Barton 
Multi-Flo agitator with- top center 
suction; Lovell pressure cleanser 
equipped with chrome plated, stream- 
lined push bar release, automatic re- 
versible drain, automatic roll stop, 
full open release entire length of roll. 

Prices: $38.95; $44.95; $49.95; $59.95; 
$69.95; $79.95; $89.95. — Electrical 
Merchandising, February, 1935. 





Coin-A-Day Clock 
Coin-A-Day Inc., 
Schofield Bldg., Cleveland, O. 
Device: Coin controlled electric clock 
to be loaned customers purchasing 
appliances on time payment plan. 
Description: Every 24 hrs., according 
to time set, clock gently reminds by 
constant buzzing until daily deposit 
is made; coins automatically fall into 
coin-box or bank; key may be re- 
tained by dealer; removable coin box 
eliminates necessity of bringing en- 
tire clock to store with deposit, cus- 
tomer only needs to bring coin box. 
Price: $3.95 with detachable coin box; 
$3.25 for coin box built in. —Electrical 
Merchandising, February, 1935. 





90% of 
WIRED HOMES 
are PROSPECTS 

for the 
PROCTOR 
IRON 


Hold up your iron planus until 
you see Proctor’s 10-Point 
Profit Plan in the March issue. 
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Labels to date 
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Twe examples, 
im lighting field. 
of manufacturers 
building products 

to specification 
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317,725 


Labels to date 


The impetus of the drive 
by the Better-Light-Better- 
Sight Bureau on the IES 
certified lamp may be 
gauged by the number of 
certification tags provided 
by ETL during the first 
six months. 

The objective of a mil- 
lion lamps seems conserv- 
ative in view of the RLM 
industrial reflector accept- 
ance. Both represent prod- 
uct self-regulation by which 


user and maker profit. 


Electrical T: Laboratories 
Seth Street and fast Gnd Ave. 


New York' NY. 
Thirty-eight years in the service of the industry 
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Changes 


DIsPLAy 
WINbDow 


Twice a Week 


YTORES, like women, should 
J change their dresses frequently, 
if they wish to attract attention. 

The Kalamazoo Good Housing 
Shop, Kalamazoo, Michigan, moved 
to a new location near an important 
theater recently, and because the the- 
ater changes its programs twice a 
week, the appliance store does like- 
wise with its window displays. A fam- 
ily going to the theater to see both 
features during a week never finds 
the same window display in the store. 
Thus, interest in the windows is kept 
at a running high pitch. 

“Every time the theater changes its 
shows we change our window decora- 
tions’, Paul H. Whomsetter, man- 
ager, said. “For instance, we put in a 
washer display the first part of the 
week, and a radio or refrigerator win- 
dow the latter part of the week. We 
never allow our window displays to 
stagnate. You wouldn't run the same 
newspaper advertisement day after 
day and expect to get results, would 
you? Our windows are one of our 
advertisements. That’s why we change 
them frequently. 

“We find sales have shown a 50 
per cent increase since we moved from 
a side street into the theatrical dis- 
trict. Every day, some 5,000 persons 
pass our store, the heavy trafic com- 
ing between 7 and 11 p.m. when the 
theater is in full swing. We want to 
stop some of that traffic. Our win- 
dows are a means of doing so — of 
bringing them in. Where people go by 
a store you get prospects. Off-street 
locations are all right if you depend 
on an outside sales force, but we want 
floor traffic to help carry our load.” 

The Good Housekeeping Shop has 
been in its new location since Sept. 1, 
1934. In its first three weeks it did 
more business than in three months 
in its previous location. 

Dramatizing window displays has 
been one means of building interest 
in the appliance store. For instance, 
late in September, the store displayed 
in its windows a 15-year old Thor 
washer, which still works. Signs called 
attention to the ruggedness of the 
washer and its excellent condition. 
The store had taken the old washer 
in on a trade, and promptly got more 
than its face value to them by display- 
ing it in their window. 

The Kalamazoo Good Housekeep- 
ing Shop handles Thor and Voss 
washers; Crosley and Leonard refrig- 
erators; L & H ranges; Zenith and 
Crosley radios ; and Delco oil burners. 
Louis H. Kirby, Chapin Dewing and 
Charles Dibble are partners in the 
enterprise. 
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VVw_enINc THE CIRCLE 
OF WASHDAY HEARING 


With a QUIET motor on your washer— 
a sales point that appeals to every woman 


“HOW QUIET!—now f 
can hear everything that’s 
going on upstairs!” 





HE WASHER of a past generation was sturdy, reliable, reasonably 
efficient, but sometimes noisy. 


HOW DIFFERENT TODAY, WITH THE MODERN WASHING 
MACHINE THAT. YOU SELL. HIGHLY PERFECTED — ALMOST 
UNBELIEVABLY QUIET —IT WIDENS THE CIRCLE OF WASH.- 
DAY HEARING, IMMEASURABLY REDUCES NERVOUS TENSION 
AND FATIGUE. 


Such a masterpiece of the washing-machine art deserves a quiet motor 
—an always quiet motor—to conform to its high standards. The General 
Electric motor for domestic washing machines is quiet. 


G-E Motors Help Build Sales for You 


Scientifically designed, and manufactured in a modern factory which has 
supplied more than 6,000,000 small motors for appliances of all kinds, 
this fine G-E motor for your washer has more distinctive features that 
WILL HELP BUILD SALES FOR YOU than any other one motor 
QUIETNESS is one. LIFETIME LUBRICATION is another — not one 
drop of oil will ever have to be added during the life of the washer on 
which this motor is originally installed. And there are many others — 
features that will please your customers and make sales easier; features 
—like READY INTERCHANGEABILITY, for example — that will 
please you because they protect your profits. 


For complete details, write General Electric, Dept. 6-201, Schenectady, 
N. Y. Remember: FOR EVERYTHING ELECTRIC, IT PAYS TO 
SEE GENERAL ELECTRIC. 


GENERAL @ ELECTRIC 
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New Pasilions of the Mant, 





41. M. Sweeney, chairman of 
GE's new works management 
committee. 


General Electric 

Several personnel changes in the 
specialty appliance sales department 
of the General Electric Company 
have been announced by P. B. Zim- 
merman, department manager. The 
changes, effective immediately are: 

A. M. Swee.aey has been ag:pointed 
chairman of the newly created works 
management committees, electric re- 
frigeration department, for both the 
Schenectady and Erie plants of the 
company. He will continue as sales 
manager of the department with head- 
quarters at Nela Park, Cleveland. 
Sweeney has been with General Elec- 
tric since 1910, following his gradua- 
tion from Harvard. 

A. O. Anderson has been appoint- 
ed department store specialist, work- 
ing under the direction of Cameron. 
He will make his headquarters in 
New York. Anderson, following a 
long and varied sales career, joined 
General Electric December 1. 

R. C. Cameron, who has _ had 
charge of department store sales ac- 
tivities since afhliating with the com- 
pany three years ago, has been ap- 
pointed assistant sales manager. He 
will continue to have general charge 
of the department store division. 

A. L. Scaife, with General Electric 
six and one-half years, the last year 
in the capacity of manager of the 
specialty appliance sales department's 
retail division in charge of sales train- 
ing, has succeeded W. J. Daily as 
advertising and sales promotion man- 
ager. Previous to joining G-E, Scaife 
spent some time with an advertising 
agency and as advertising manager 
of the Deming Pump Company. In 


A. L. Scaife, takes over ad- 
vertising and sales promotion 
of GE's refrigerator. 


his new position he will continue to 
direct the preparation and distribution 
of sales training services. 

W. D. Galpin, who succeeds Scaife 
as retail division manager spent a 
number of years in Europe with the 
International General Electric Com- 
pany and in South Africa, his native 
country, in the employ of the South 
Africa General Electric Company at 
Johannesburg. Returning to the Unit- 
ed States he joined the sales staff of 





C. H. McLean, Graybar west- 
ern manager, new president of 
K. C.’s Electric Association. 


the G-E home laundry equipment de- 
partment at Bridgeport at the time 
of its organization. 

W. E. Landmesser, who has been 
manager of G-E’s commercial division 
since its organization in May, 1928, 
has been appointed chairman of the 
newly created Works Management 
Committee, Electric Refrigeration 
Department, for the company’s Fort 
Wayne plant. Landmesser has been 
with General Electric ten years and 


A. O. Anderson, newly ap- 
pointed GE department store 
specialist. 


will continue to make his headquart- 
ers in Cleveland. 

A new campaign division has been 
established with Jean DeJen as man- 
ager. DeJen also will be a member 
of the sales committee. De Jen became 
affliated with General Electric in 
1930 and has conducted the depart- 
ment’s sales campaigns. 

M. D. Grow, who will continue to 
be associated with advertising and 
sales promotion manager Scaife in the 


7 


C. G. Frantz, Apex Corp., 
president, and new president 
of the American Washing 
Machine Mfer.’s Association. 


preparation and distribution of sales 
training services, is made a member 
of the sales committee. He joined 
G-E’s merchandising division three 
years ago. 


Walter Daily, Inc. 


Walter J. Daily, who for eight 
years has been in charge of advertis- 
ing and sales promotion for General 
Electric Company's specialty appliance 
sales department, has resigned to head 


R. C. Cameron, GE depart- 
ment store division head and 
now assistant sales manager. 





Walter J. Daily, former GE 
advertising manager, now has 
his own advertising agency. 


a new advertising agency to be known 
as Walter Daly, Inc., with headquart- 
ers in Cleveland. The resignation will 
take place immediately. 

The new agency will place special 
emphasis on sales promotion phases 
and will offer a service co-ordinating 
advertising, sales promotion and pub- 
licity activities. With Daily will be 
associated a group of advertising peo- 
ple who have had a wide and varied 
experience in advertising, sales pro- 
motion and publicity. 

As a background for the new 
agency, Daily has had a wide experi- 
ence in all forms of advertising and 
sales promotion. He spent four years 
with a New York advertising agency, 
then three years with the late Tom 
Logan and eight years with G. E. 


In the latter position he directed all 
of the various activities in promoting 
the G-E refrigerator, range, dish- 
washer and kitchen appliances. In 
1927 Daily happened to be in Cleve- 
land when General Electric decided 
to launch its refrigeration department. 
T. K. Quinn, now company vice pres- 
ident, and P. B. Zimmerman, now 
manager of the specialty appliance 
sales department, were organizing the 
refrigeration section. Daily was the 
fourth man in the setup, being given 
the job of sales promotion manager. 
Within a short time he also took over 
the job of advertising manager. 


Leonard 
R. R. Ludington has been appoint- 
ed district manager for Leonard Re- 
frigerator Company's New York 
State territory, according to an an- 
(Please turn to page 56) 





4. G. L. Lindsay, newly ap- 
pointed managet of Crosley's 
foreign department. 
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John C.Bonning who has been 
appointed merchandising di- 
rectorfor Potter refrigerators. 


pointed sales 


Walter C. Ayers has been ap- 


Electromaster, Inc. 


manager for 


D. C. Marble, new assistant 
to P. L. Miles, general sales 
manager of Hotpoint ranges. 


Gaylord B. Buck, commercial 
manager of Colorado Public 
Service and winner of Mc- 
Graw award for Cooperation. 


FEBRUARY, 1935—ELECTRICAL MERCHANDISING 














w ww Ss FV S&S 


a ae 





The FANS that 
SCOO!?P 4D 


THE INDUSTRY! 




































Outstanding Features 


Quietness—Practically silent opera- 
tion . . . Performance—Superior to 
larger conventional fans . . . Econ- 
omy—Greater air delivery for less 
cost . . . Appearance—Newly de- 
signed—improved appearance. 














IS YOUR MEMORY? 


Answers to Questions on Page 37 


. Electric Fans. 
2. General Electric Company. 
. The newly designed, deep-pitched, over-lapping 


blades — a development of General Electric’s 
House of Magic. 


. The new General Electric Quiet Fans. 


. a. Six of these Quiet Fans in operation — at 


high speed — make less noise than one 16-inch 
fan equipped with conventional blades. 


b. The new General Electric Quiet Fans have 
better ventilating performance than much 
larger fans with conventional blades. 


c. G-E Quiet Fans may be purchased at a con- 
siderable saving over the cost of larger fans 
with conventional blades. Operating cost is also 
lower. And remember — performance is better. 


d. The deep-pitched, over-lapping blades not 
only perform better — they also look better. 


. January, 1934. 


. During the fan season just past, thousands of 


dealers, everywhere, proved to their own satis- 
faction that General Electric Quiet Fans are the 
real answer to the increasing demand for bet- 
ter ventilation . . . and the fastest-selling qual- 
ity line! 


. Just this — if you stock these new G-E Quiet 


Fans, you, too, will enjoy greater confidence in 
the product, increased customer satisfaction — 
and, most important of all — greater fan sales 


— GREATER FAN PROFITS! 








How We Help You Sell 


G-E Quiet Fans are backed by a 
complete, sales-building, promotion- 
al program. You get selling plans, 
displays, streamers, newspaper ad- 
vertisements, folders, catalogs, etc., 
without charge. 


For complete details, call your near- 
est G-E Fan distributor today. Or 
write: Fan Sales Section, F 192 Mer- 
chandise Dept., General Electric 
Company, Bridgeport, Connecticut. 


GENERAL @ ELECTRIC 


QUIET FANS 


THE FASTEST SELLING QUALITY LINE 
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@ Holding water, shaping cubes, is only one 


function of ice cube trays and grids. 

The material out of which each wall is made 
determines how fast, how economically, the 
cubes are frozen. 

Alcoa Aluminum is a superior conductor of 
heat. It is easily kept clean; it is pure and 
sanitary; it is long-lived. 

These are the reasons the manufacturer 


equips your refrigerator with trays and grids 





THE FIRST DUTY OF iL) TRAYS (tS 
PAGE 56 








of Aleoa Aluminum. Tests prove superior 
speed. and experience proves that users are 
better served, year after vear. 

What your prospect wants to know, chiefly, 
about cube freezing is how fast, and how eco- 
nomical. Those questions are both answered for 
him when you explain the simple fact that Aleoa 
Aluminum is used so as to get the heat out 
of the water faster. ALUMINUM COMPANY OF 


AMERICA, 1860 Gulf Building, Pittsburgh, Pa. 


j 


TO FREEZE f FAST, ECONOMICALLY 
j 


\ 


ALUMINUM 











‘Teamwork 
in 


Portland, Oregon 


l SING the enthusiasm of the 

football season as an incentive 
for cooperative effort in range selling 
the Portland General Electric Com 
pany (Pepco) recently took the lead 
wie ership in a range selling drive which 
brought from twelve to fifteen hun 
dred interested prospects into dealers’ 
stores every week. The campaign 
started with a dinner attended by 180 
dealers and salesmen. This was fol 
lowed by a range selling school con- 
ducted on three evenings for those in 
the retail field, which boasted an aver 
age attendance of between seventy and 
eighty. 

For five weeks the power company 
ran an electric range “jingle contest”’ 
announced by newspaper ads, with an 
electric range as prize offered each 
week for the best final two lines 
which completed the verse. Entries 
could be made only by submitting jin 
gles at dealer's stores, thus bringing 
contestants within range of the sales 
men’s “tackle’’. Window displays were 
furnished free to dealers asking for 
them and $50 in cash prizes were giv- 
en for salesmen selling most ranges 
after completing the “range sales 
school”. Football terms and illustra 
tions were used throughout in carry 
ing out the campaign. 





DELTA, COLORADO 
Makes 


a Record 


AN attendance of 17,701 in a city 
with a population of 2,945 is the 
record of the electric show recently 
held in Delta, Colo. The event was 
sponsored by the Western Colorado 
Power Company in cooperation with 
some thirty odd local merchants rep- 
resenting all lines of activity. 

The Armory was used for the ex- 
hibit and for the occasion was flood- 
lighted. In addition model street lights 
flanked the building on two sides, 
demonstrating the value of light to a 
community which had hitherto paid 
but little attention to this commodity. 
A lumber company erected a three 
story structure on the floor of the hall 
as its contribution to the exhibit and 
here a model dining room bedroom 
and bath were outfitted with the lat 
est electrical illumination. An air con 
ditioned living room and a completely 
outfitted electrical kitchen attracted 
wide attention. The kitchen display 
was used during four days of the ex 
position as the basis for a cooking 
school, which, it was figured, drew 
the attendance of practically every 
housewife in town. Merchants in all 
lines joined in the event, which was 
open daily from 2:00 to 10:00 p.m. 
for three weeks. And the final at 
tendance record, counted by the elec 
tric eye showed a figure of nearly 
18,000, indicating that not only had 
every man, woman and child in town 
seen the exhibit, but most of them 
must have come six or seven times. 
Which probably constitutes a world’s 
record in electrical shows. 


FEBRUARY, 1935—ELECTRICAL MERCHANDISING 


¥ 











we 


rare 





going to KEEP his profits 
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@ Mr. Louis C. Schroder, 
prominent Sacramento, Cal- 
ifornia, refrigerator dealer, 
who has decided to go 100% 
Stewart-Warner in 1935. 
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“ .. Now 100% Stewart-Warner” 


The amazing, trouble-free performance record of the Stewart-Warner 
Refrigerator—its proven ability to make retail profits NET by taking “serv- 
icing” out of the picture—has caused scores of dealers to swing their entire 
sales efforts to this line in 1935. These dealers know,from actual experience, 
that Stewart-Warner’s matchless mechan‘sm lets them keep their earnings 
And they’re making sure of profits that will stick. 

@ A view of the Schroder 
Display Room, 3653 J St, 
Sacramento, Calif., showing 
a group of Stewart-Warner 
New-Type Refrigerators and 
Round - the -World Radios. 


How are you set up? Have“service expenses” been gnawing at your profits? 
Then, get in touch with your Stewart-Warner distributor or write us direct 
for full details on“The Line Without a Service Problem” and complete mer- 
chandising plans for 1935. 


STEWART-WARNER CORPORATION a 
1839 Diversey Parkway, Chicago, Illinois 4 
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VERVICE 


How to Detect Refrigerant 
Leaks 


NUMBER of servicemen have 

written in to ask how refrige- 
rant leaks may most reliably and safe- 
ly be detected. We decided to query 
refrigerant manufacturers, obviously 
a reliable source of information, and 
here’s the result: 


From H. V. Higley of the Ansul 
Chemical Company, Marinette, 
Wisconsin. 

“As sulphur dioxide reacts with 
ammonia to form a smoke very min- 
ute leaks can immediately be discov- 
ered by bringing near the apparatus 
in question a rag dipped in ammonia 
water. Naturally, a leak from an 
ammonia unit could likewise be dis- 
covered by placing sulphur dioxide or 
sulphurous acid in the neighborhood 
of the leak. This is a very reliable 
test and there is absolutely no hazard 

of any kind involved in its use. 

“The testing for leaks of methyl 
chloride or other halogens and hydro- 
carbons is not quite so simple. The 
soap suds method is not reliable, al 
though it is used by some. This con 
sists of applying a thin film of suds 
to-the suspected point of leakage, a 
buble indicating a leak. 

“Undoubtedly, the best test is the 
use of what is called a halide lamp, 
which is an ordinary glass lamp usu- 
ally employing alcohol as a fuel so 
that the fame will be almost colorless, 
with a faint blue tint. This flame 
burns inside a copper gauze cone and 
when methyl chloride comes in con- 
tact the fame is changed to a distinct 
blue-green color. This test is estimat- 
ed to be sensitive to one part in 
100,000.” 


From M. G. Farrar, Carbide and 
Carbon Chemicals Corporation, 
New York. 

“We recommend that refrigerating 
machines operating with the hydrocar- 
bon refrigerants, such as butane, pro- 
pane, isobutane, etc. be tested by ap- 
plying soap and water to the joints, 

valves and fittings.” 


From John H. Holton, Carrier En- 
gineering Corporation, Newark, N. J. 

“We are not manufacturers of do- 
mestic electric refrigerators. However, 
we are glad to give you our experience 
with commercial refrigeration equip- 
ment using methyl chloride or freon, 
and with larger machines using car- 
rene. First, if large quantities of re 
frigerant have escaped into the atmos- 
phere as a result of serious leaks or 
bursting of apparatus, no attempt 
should be made to trace the leak until 
the space has been thoroughly ven- 
tilated. 

“Refrigerants such as methyl chlo- 
ride can form explosive mixtures. The 
more common leak is a very small 
one which is difficult to determine by 
any method but an accurate and sen- 
sitive indicator. In such cases where 
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DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


By W. W. MacDonald 


Service Editor 


the general atmosphere is not polluted 
by the leaking refrigerant a halide 
detector can be satisfactorily used. 
This consists of an alcohol burning 
blow torch having a specially designed 
burner housing which induces an air 
supply through a flexible rubber de- 
tecting tube. The end of this tube is 
slowly moved over various parts of 
the apparatus drawing the air from 
these parts. As soon as any refrigerant 
is present the gas flame is turned to a 
brilliant green.” 

From Thomas Coyle, E. 1. DuPont 
De Nemours & Company, 
Wilmington, Del. 

“There are several methods for de- 
tecting leaks of our “Artic’’ or Artic 
mixtures of methyl chloride. Before 
using these all surfaces should be dried 
and freed from oil. Test methods for 
our straight methyl chloride include 
the use of a halide lamp or the ap- 
plication of a thin soap suds film. The 
first method should not be used where 
large quantities of escaping gas are 
present in the room. It is also per- 
missable to play the spark from any 
type of electrical spark-gap over the 
suspected point. A spark decomposes 
the escaping. gas. This method should 
not be used where a large leak is 
present. A fog produced by the decom- 
position products in contact with an 
ammonia water swap indicates a leak. 

“To test our methyl chloride-A, 
which contains | per cent of acrolein, 
an eye, nose and throat irritation in- 
cluded as a warning agent, we recom- 
mend the use of the following mix- 
ture: Dissolve 0.2 grams of anhydrous 
sodium sulphite in 20 cc. (0.7 fluid 
oz.) of distilled water. Dissolve 0.2 
grams of rosaniline hydrochloride sep- 
arately in 120 cc. (4 fluid oz.) of 


hot distilled water. Mix the two so- 
lutions and add 2 cc. of concentrated 
hydrochloric acid. Dilute to 200 cc. 
(6.8 fluid oz.). The resulting solu- 
tion should be practically colorless 
and is best kept in a well filled, amber 
glass, stoppered bottle. To use the 
mixture clean the suspected joing. Se- 
lect a piece of absorbent cotton large 
enough to cover it. Moisten the cot- 
ton in the test solution but do not 
make it to wet. Apply the moistened 
cotton to the joint and leave it there 
about three minutes. Remove it and 
examine the cotton. A deep purple 
color indicates an acrolein leak. 

“Artic-N contains 0.3 per cent of 
methyl nitrite included to facilitate 
leak detection. Our R & H Chemical 
Department supplies 3 gram test vials 
of alpha naphthylamine and sulfanilic 
acid, already mixed. Empty the con- 
tents of one vial into 100 cc. (3.4 
fluid oz.) of distilled water. Stir un- 
til practically all solid matter is dis- 
solved and apply in cotton test de- 
scribed above. A red spot on the cot- 
ton indicates a leak. Sensitive to leaks 
as low as 0.2 lbs. of refrigerant gas 
per year. The use of rubber gloves 
when handling the test solution is rec- 
ommended to keep hands free of stains 
and odors. 

“Artic-N may also be tested as fol- 
lows: Secure vials A and B, the first 
containing a mixture of starch and 
potassium iodide and the second oxalic 
acid. Empty the contents of the two 
vials into 250 cc. (8.5 fluid oz.) of 
distilled water and boil. The solution 
may be used hot or cold. Apply the 
moistened cotton, being careful not to 
squeeze: it too dry. A dark blue or 
black spot indicates a leak. It is advis- 
able to make up fresh solution for 


this starch-iodide method every two or 

three days.” 

From R. J. Thunhun, Kinetic Chem- 
icals, Inc., Wilmington, Del. 

“For locating leaks of freon, f-114, 
f-11, f-21 and carrene we suggest the 
use of a halide lamp. Leaks of ethy/ 
chloride, isobutane, methyl chloride 
and methyl formate may be located 
by the use of a liquid soap, soap and 
water, or a stiff soap lather. The use 
of a halide lamp for detecting leaks 
of these materials is not recommended 
as there may be sufficient quantities 
of the gas present to become flamma- 
ble or explosive. 

“For detecting leaks of sulphur di- 
oxide we would suggest the use of a 
small brush saturated with 28 per 
cent ammonia solution held near the 
part to be tested. Where a leak is pres- 


ent a visible white vapor will be pro- © 


duced. We do not recommend the use 
of soap and water for detecting sul- 
phur dioxide leaks as corrosion will 
result if a leak is present. A halide 
lamp is not satisfactory for the reason 
that there are no halides present.” 
From A. M. Matheson. The Mathe- 
son Company, East Rutherford, N. J. 

“It is customary to use a halide 
leak detector where the soapy water 
test is not satisfactory.” 


Emergency Wringer Drive Shaft 


By William Toth 
When the rod coupling a washer 
machine wringer to the drive shaft 
of the washer mechanism cracks or 
is otherwise rendered inoperative and a 
replacement is not easily obtainable 





. A / 
‘Flattened 


BS dipey.. on 


Before(End) 0 ‘ 


secure a piece of % inch pipe of the 
same length. Flatten the ends of the 
pipe sufficiently to hold the washer 
shaft at one end, the wringer shaft 
at the other and use it as shown in 
the diagram. 

Emergency shafts of this variety are 
applicable to most wringer type wash- 
ers. 


Electric Fan Repairs 


By B. O. Bass 
A broken blade of a four-bladed 
fan cannot be permanently soldered 
or easily welded but if the opposite 
blade is removed and the two remain- 
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ing blades bent to a more acute angie 
the fan will operate at the same speed 
and move nearly as much air as be- 
fore, running as a “propeller” type. 
Out of line or “beating” fan blades 
may be lined up most easily by remov- 
ing the guard and holding the blades 
flat against the wall, then bending 
until a corresponding point of each 
blade touches the wall lightly. Re- 
move the fan blade assembly and care 
fully repeat the process with the fan 
held in a reverse position, inserting the 
shaft through a hole in a partition or 
other flat surface. 

Burned out speed-varying resistanc- 
es in fan bases may be replaced by 
tapping a 500 or 600 turn coil of No. 
24 or No. 26 copper wire wound on 
a Y% inch laminated core from the 
junk box. Use a core that will fit 
within the pedestal shaft of the fan. 
Old radio transformer cores are satis- 
tactory. 

Oil or grease leaks in fans such as 
the Emerson or G.E. may be effec- 
tively stopped by proper insertion of 
fibre washers or gaskets cut from para- 
fined cardboard wrappers, leather or 
even rubber inner tubes. 

Brushless or induction-fan motors 
often have a tendency to overheat 
after a few hours of use. They may be 
made to run cooler, at double speed, 
by untwisting one lead (apparently a 
lead to a heavy shunt winding) in the 
base of the fan. It is necessary to start 
the fan by hand when this is done 
but inasmuch as current drain is re- 
duced this is not objectionable in the 
case of a unit used for long periods 
and started only once a day. 
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This home-made display board made by 
Roger H. Hertel of Clay Center, Nebras- 
ka, has increased the sale of small elec- 
trical fittings and replacement parts such 
as cords and heating elements. Tags pasted 
below each item show the retail price and 
also show in coded letters the source of 
supply, price paid and quantity purchased. 


Heater Cord Repairs 


By H. M. Plymouth 
Many servicemen do a good job 
when repairing broken lamp cord but 
a rather messy job on asbestos-insulat 
ed heater cord. A spool of No.10 or 
No.12 sewing thread and some white 
shellac, or a bottle of automotive gas- 
ket shellac with a cork-swab, should 

be kept handy for such work. 
Remove the overall cotton braid 
until the wires extend as far as re- 
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In their national advertising many electrical manufacturers 
specifically tell prospects to locate dealers through the classi- 
fied telephone book. The Bell System’s own advertising is 
constantly reminding consumers to use the classified . . . week 
after week, in millions of copies of the same magazines. 

This combined advertising is making your prospects look 
in the ‘yellow pages’. Surveys show that more than 85°: of 
telephone subscribers use the classified directory. This usage 
is constantly increasing. Consequently it is of greater value 
to you. 

When prospects look in the classified directory for a product 
or advertised brand that you carry, will they be directed to 
your store or to some other store? 

List your name under the more important commodities 
and services you sell, also under the brand names of the 
advertised products you carry. 

Ask your local Directory Representative about “Where 
to Buy It” Service. Many manufacturers cooperate 
with their dealers by paying part of the cost. 


There’s sales power for you in the ‘yellow pages’! 





ELECTRICAL MERCHANDISING —FEBRUARY, 1935 


ELECTRICAL MANUFACTURERS WHO 
MAKE WHERE TO BUY IT’ SERVICE 
AVAILABLE TO THEIR DEALERS 





PAGE 59 














SALES 
ADVANTAGES 


Century Fans are more than good fans... 
They are built to last,and built to sell— 
a point-by-point comparison quickly and 
convincingly demonstrates their superiori- 
ties to prospective buyers...This means 
faster profits, resulting from customer ac- 
ceptance and reduced soles expense... 
Full details of the Complete 1935 Century 


Fan Line contained in Bulletin 45. 


ENTURY ELECTRIC CO 
1806 Pine Street ‘ ’ St. Louis, Mo 
snd kt Points in Principe! Cities 





FANS 





PORTABLE - CEILING + VENTILATING)! 
ES 


WeE PAY FOR THESE 


Many of ELECTRICAL MERCHANDISING's subscribers 
who repair domestic appliances have expressed a need 
for a practical “idea exchange”. 


This new “experimental” section is our answer. 


We'd like to know how many of our readers are genvu- 
inely interested. Future editorial policy will depend to a 
large extent upon reader response. 


What specific data would you like to see in coming 
issues? Tell us what you want. We will, incidentally, pay 
regular rates for all practical items accepted for publi- 
cation. They need not be literary works of art. 


Address: Service Editor, ELECTRICAL MERCHANDIS- 
ING, 330 West 42nd St., New York City. 


quired to tie the strain knot and reach 
the plug terminals. Tie off each of 
the wires with a few turns of thread 
about '@ inch in from the ends to be 
skinned bare. Then give the whole 
thing a light coat of shellac and let 
it dry. 

If the overall braid is shellaced be- 
yond the point where it enters the 
plug ferrule, or sleeve, the life of the 
cord will be considerably lengthened. 
When the shellac is dry the strain 
knot may be tied at the ends of the 
wire skinned without danger of the 
insulating asbestos unraveling. 

A pair of wire nippers is an ideal 
tool for trimming the insulation as 
it cuts the cotton and asbestos edges 
cleanly. Most customers will pay a 
reasonable service charge more readily 
if the cord is handled in this manner. 


® 
Curing Belt-Slip 


By Herbert J. Mayer 

To stop cleaner and sewing-ma- 
chine belts from slipping dissolve a 
small quantity of powdered rosin in 
an ounce of alcohol and apply this 
dressing to the belt. When the alcohol 
evaporates a light film of rosin will 
remain. 

A thin mixture should be used for 
rubber belts, a thicker one for leather. 
Should the belt later become “tacky” 
it is an indication that the belt is again 
slipping despite the rosin film, heat 
generated by friction melting the film. 
It will then be necessary to replace the 
belt with a smaller, tighter one. 


Monday Morning Washer 
Trouble 


By I. Lamoni 


Monday morning service calls on 
washers are generally caused by 
grounded wires, broken connections, 
defective starting brushes or by me- 
chanical defects such as worn out 
washers, loosened gears, unhooked 
clutches. Soldering or extending brok- 
en leads and cleaning bronze brushes 
fixes Emersons. Replacing carben 
brushes and cleaning and adjusting 
fixes most others. 

For the gears: Replace worn wash- 
ers, reset to proper place worn and 


loosened gear wheels and clutches. 
Rounded clutch noses can be filed 
squarely with common file. Tjghten 
all setscrews and add a yob of tar 
on screw head to keep them from 
loosening. Tighten all loose shaft pins 
with rivetting hammer and center 
punch. 

A quick going-over of this kind re- 
lieves most emergency pressure. 


Percolator Fusing 


By R.-H. Clay 

Some of the old style percolators 
had a fuse in the bottom of the ele- 
ment. This was held in place with a 
lock nut covered by a wing nut. It 
is almost impossible to find a replace- 
ment for these. And a common washer 
will not do as the metal must touch 
just the two contacts provided and 
not the metal frame. 

The lock nut holding the fuse is 
insulated by a porcelain bottom piece 
and a handy method of getting around 
the difficulty is to cut a round piece 
of lead that will just bridge the gap 
between contact points and still not 
touch the sides. Install the lead disc in 
place of the original fuse and fuse 
the line externally. 


Washer Drain Strainer 


By T. William 

Washer servicemen are repeatedly 
asked to fish buttons and bits of rag 
from the interior of drain faucets. 
Where this trouble occurs regularly it 
is good practice to cut a circular piece 
of copper screen and insert this per- 
manently into the drain outlet of the 
machine, located on the interior of the 


tub. 


Wringerless Washer “Walking” 


By W. T. Cleve 
When wringerless washers persist 
in walking all over the basement while 
the extractor is in use make a small 
wooden wedge and drive it between 
a caster and caster support. 
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MAKES and MODELS 


APEX 83, 84. (H ash.) To remove 
tight spinner baskets . . . Pour hot 
water in basket which will expand 
metal. Wipe drive shaft clean of dirt 
and soap. Add a few drops of oil 
to shaft. 


APEX WG. (Wash.) To eliminate 
knocks . . . Run machine in gear for 
few seconds then turn off switch and 
throw out of gear. Turn large pulley 
backward a few turns. Loosen lock 
nut and turn end bearing to right 
with fingers. Don’t use a wrench. 
When hand-tight replace lock nut. 
If oil leaks at lock nut . . . Remove 
and apply shellac or white lead. 


EASY 2F. (Wash.) Clutch lever 
rocks in step with agitator movement, 
finally moving far enough to engage 
..+ Trouble due to freezing of clutch 
cam to sector gear. The cam serves as 
a bearing on which the sector gear 
moves. Remove the cam and file for 
a looser fit. Also, file an oil groove 
in the cam. Since it is made of soft 
metal this is easily done. 


NORGE P54. (Refrig.) Seal squeaks 
.. « Close off the high side valve and 
the low side valve and turn the com 
pressor upside down. Run it for a few 
minutes by holding the compressor 
with your hand so that the motor 
cannot pull it out of line. 


= 
Curling Iron Troubles 


By Bob lowa 

Curling iron failures occur mainly 
(in inexpensive types) in tinsel cord 
and patented switches, although some 
grief is traceable to poor soldering 
of heater leads or broken heating ele- 
ments. The latter cannot be perman- 
ently repaired, in my estimation, and 
new elements are recommended. 


Noisy Cleaners 


By Frank Bowers 
Noisy cleaners are often rendered 
so by broken vanes on the fan-wheel. 
Counterbalance the wheel opposite 
the broken vanes in any manner con- 
venient and the noise will disappear. 


PROCTOR 


offers 
promotion plans 


to increase 
IRON SALES in 
any type STORE 
Hold up your iron plans until 


you see Proctor’s 10-Point 
Profit Plan in the March issue. 
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in use > 
— proving the absolute 
Dependability of the 


Briggs & Stratton 4- 
Cycle Gasoline Motor. 


Power Washers equipped 
with this easy-starting, re- 
liable motor are easy tosell. 


This should be your best 
Power Washer year. It will 
be if you display your gas- 
oline-driven models in 
window and floor space 
— and push them. 

Our farm paper advertising is 
sending business your way. In- 
vite it in! Write your Washer 


Manufacturer for details of the 
1935 Sales Promotion Plan. 


BRIGGS & STRATTON CORP. 


MILWAUKEE, WISCONSIN 


BRIGGS & STRATTON 


EASY STARTING 


Gasolin 





DEPENDABLE 


Motors 
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THE 


OF SMALL GASOLINE 
ENGINES 








Compect! Weighs only 


OV in. high, 14 in. long 
32 pounds. Stands vnly 


and only 1114 in. wide 


TS NEW! A dependable, compact, 4 

cycle gasoline engine of % horse power 
rating, for washing machines and other 
power appliances. The industry’s latest de- 
velopment in which modern design lends 
attractiveness and compactness to a unit 
of brilliant mechanical performance. 


The product of famous motor builders 
whose quality manufacture has brought 
world wide acclaim to their Sea-Horse 
outboard motors — known everywhere 
for their remarkable speed, stamina, de- 
pendability. 

Johnson engineers, with years of ex- 
perience in the design, application and 
operating problems of small industrial 
engines, are available to manufacturers 
who wish to adapt the IRON HORSE to 
their products. 


DEALERS; DISTRIBUTORS 


The IRON HORSE is the aristocrat of small gas- 
oline engines—and looks the part! It has genuine 
sales appeal —in appearance, in operation. Ask 
the manufacturer of your line to equip his’ prod- 
uct with the IRON HORSE, It costs no more! 


* 
cA “Product of 


Johnson Motor Company 
1810 Pershing Road, Waukegan, Ill. 
-Address lron Horse “Division 
Canadian Johnson Motor Co., Lid., Peterboro, Canada 














Neglected Sources of a Strong Sa 





superior intelligence. 

From all of this, you can gather 
that the old ways of enlisting and se- 
lecting salesmen are, to me at least, 
like Calhoun’s retort to Clay on the 
floor of the House of Representatives 
when he said, “That's like a rotten 
mackerel in the moonlight. It shines 
and stinks”. What we need is a type 
of merchant who manipulates such a 
resultful selling practise as to attract 
community attention to his success 
and the hiring of salesmen will take 
care of itself. 

The successful’ appliance salesman 
must have knowledge and enthusiasm. 
He must be able to use his head. He 
must at all times stay absolutely with- 
in the truth. He must have a determi- 
nation to succeed and, from alarm 
clock to pajamas, be willing to make 
the service he renders his constant en- 
deavor. Perhaps the best way to judge 
whether he is right is to find out 
whether he likes people, whether he 
reacts to helpful motives, whether he 
acknowledges that profit is always a 
reward for actual service rendered 
and whether he can approach the priv- 
ilege of appliance selling with a con- 
siderable amount of religious zeal. 

“T’ll show ’em I’ve got guts’, said 
a chap recently as he jumped out of 
the 24th story window of the Chrys- 
ler Building in New York. Well, that 
“ain't” the kind of guts a salesman 
should have although it is loudly tout- 
ed as a necessary attribute of success- 
ful selling. What he must have is the 
firm determination, born of confidence, 
that he is offering the prospect an ad- 
vantage for which he will be thanked 
all the rest of his life as soon as he 
makes himself clear. That necessitates 
the quality of being a persistent in- 
former. 

Juan de la Cierva, inventor of the 
autogiro, tried repeatedly to induce a 
Spanish general to fly who at last con- 
sented with the admonition, “I'll go 
if you fly low and slowly.” He didn’t 
realize that safety lay in the absolute 
opposite. And the appliance salesman, 
embued with the right spirit, is con- 
stantly eager to fly high and swiftly 
which doesn’t mean that he ought to 
be a high-pressure, desk pounding 
type. That is the low point in sales 
ability. 

Well, since this is an article on hir- 
ing good salesmen, having told our 
conception of what a good one is, we 
ought to get around to telling how to 
find them. The problem is easily solved. 
From broad field contact, I am con- 
vinced that there are three sources 
which are particularly rich in sales 
enlistment possibilities and they have 
seldom been tapped. They are: (1) 
Satisfied owners, (2) Women who 
will love to work, part time or full, 
for the good they can do and the thrill 
they can gain, (3) Men over 50 years 
old who have tremendous understand- 
ing, sufficient energy and find it difh- 
cult to get located anywhere else. 
They, of all, make the best appliance 
salesmen. 

Nothing beats a satisfied owner. She 
feels a good will for the product, the 
company, the dealer and the sales- 
man. She likes others to corroborate 
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her judgment. She likes to see her 
friends own what she does. She will 
not only assist in selling others herself 
but, as well, she will give any mer- 
chant leads among her acquaintances 
of those who might be induced to sell 
for him. Get on the telephone to 100 
of your satisfied customers. Tell them 
you are anxious to add a salesman or 
two. You'll get more leads than you 
can handle. 

The next best source is among wom- 
en who are yearning to do some good 
with profit to themselves. Often, it 
must be part time—but who cares. Aft- 
er all, the average salesman spends 
only slightly more than 4 hours each 
day in actual selling. In effect he is 
a part time salesman too. 

Such women as these, because of 
position, acquaintance and entry, will 
put in as much active time and often 
at a lower commission rate. In fact, 
I know of hundreds who take up such 
work for the sheer joy of it. You get 
them by inviting clubs to your store 
for educational demonstrations and 
then, along with selling them the prod- 
uct, explain the good they can do by 
assisting you to brighten the family 
life of others around them. You can 
get many to assist you in various ways 
and to various degrees. 

This feminine angle is very impor- 
tant because appliance selling is focus- 
ing upon actual use values under home 
conditions today and who knows so 
much about actual kitchen conditions 
as does the woman herself? I'll proph- 
esy that a goodly share of appliance 
sales will be initiated, if not closed, 
by women in the next few years. It is 
amazing what some feminine sales or- 
ganizations are doing in this way. 
And it is the most natural of occupa- 
tions for them. Women love to talk. 
They gain approach with lower re- 
sistance. 

Last of all, there is the salesman 
above fifty, who has been largely for- 
gotten. There are over 10,000,000 such 
men in the country. Many of them 
have lived rich lives, their brainpower 
is keenest, they react to the sympathies 
of homelife, they have confident 
bearings, they are old enough to 
win respect, they arouse no fears or 
doubts, they can win a comfortable 
hearing and they are kindly treated. 
True, they may have lost a little 
spring in their legs but during the 
course of a day they will see more 
people and tell a more effective story 
than younger men because they sys- 
tematize themselves, they haven't so 
many distractions and meet with less 
rebuffs. Although I do not believe in 
classified advertising, to this class it is 
alright. And you will be surprised how 
many will answer, become interested 
and sell well for you. They are, in 
truth, forgotten men. Industry does 
not want them. They have made liv- 
ing adjustments with families or 
friends so they are getting by. They 
have the patience to stick to a thing. 
They can be turned into real sales- 
men But you can’t handle them like 
you would some spring colt who is 
always raring to go. I like to think 
of men above fifty as of the nature of 
bees while youngsters are too often 
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like grasshoppers. After all it isn’t so 
much the energy you spend but the 
effort you apply. 

During this last month through the 
South, I talked literally to thousands 
of salesmen. I was after the older ones, 
particularly. With some of them I tar- 
ried long. Most of the successful ones 
had never sold before. Many were 
printers, paper hangers, painters, fac- 
tory workers, policemen, street car 
conductors who had been thrown out 
of work. And here is an interesting 
point: Not one of such would say that 
he would return to his former job if 
it was offered to him. All were mak- 
ing good money. In fact, since the av- 
erage appliance salesman (particularly 
of refrigeration) is making above $1,- 
500 per year, such occupation was re- 
turning these men a bigger income 
than they had previously earned and 
they loved it. The secret is to find 
such a man whose previous occupation 
has brought him in touch with the 
public so that he has become accus- 
tomed to people and likes them. 

It seems almost a truism that it is 
easier to build a new salesman than to 
retrain an old one. Personally, I am 
all against hiring former salesmen of 
other companies. They find it hard to 
take on a new love for a new mer- 
chant or product and they are con- 
stantly attempting to get you to adopt 
their experience rather than to follow 
your ideas. 

One final word: You sell a man a 
sales opportunity just as you sell a 
prospect —a product. The proposition 
you offer him is a distinct piece of 
merchandise, intangible though it is. 
You must bring out its features, the 
way he should go about it, the help 
you provide and the earnings that are 
possible. Further, you must prove each 
point with actual evidence and exhib- 
its drawn from the operation around 
you. -Let him talk to your salesmen 
and to their wives. Show him actual 
earning statements. Exhibit the many 
selling helps provided and go with him 
until he is successful. The trouble is 
not so much that there are not men 
who can be induced to sell, as it is 
that so few merchants are organized 
to induce them to sell. 












































Capitalize on 
PROCTOR 
PRODUCT 
PROMOTION 
PROFITS 
Better lron— 
Bigger Market 


Hold up your iron plans until 
you see Proctor’s 10-Point 
:Profit Plan in the March issue. 









































4 aSabes CLINCHER 


“This refrigerator will cost up to $1.50 a month 





less to run... because it's insulated with Dry-Zero” 








Some of the hardest selling work comes at 
the dealer’s desk when he is trying to clinch 
a sale to lukewarm prospects. 


Here is where a strong and simple 
proof of extra value and economy 
of operation can close many a sale. 


If the refrigerator you are selling is in- 
sulated with Dry-Zero, you have a powerful 
selling argument that cannot fail to impress 
any prospect. 

Tell prospects in this simple language 

. insulation is necessary in a refrigerator 
to keep room heat from getting into the food 
compartment through the walls. Some heat 
is bound to get through any material. But 
insulation that is the most efficient will keep 
out the most heat. 


Even when a box stands tightly closed 
for a whole day the motor switches on and 
off almost as regularly as when in use. This 
shows that heat is entering through the walls 
and the unit must operate to take this heat 
out. The quality of the insulation governs 
the length of time the motor must run 
and consequently the amount of current 
consumed. 


W hen Dry-Zero is used for insula- 
tion there is a saving in running 


A Message for Refrigerator Dealers 
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costs of from 30c a month when 
new to as much as a dollar and 


a half. 


Dry-Zero Insulation has been adopted by 
leading refrigerator manufacturers after tests 
by their own engineers proved its superior 
insulating value and fully corroborated the 
findings of the famous Dry-Zero Laboratory 
...one of the finest and most completely 
equipped in the country. 


Dry-Zero Insulation costs more than other 
materials. But it assures to the buyer low 
operating costs for the full life of the re- 
frigerator. 


If you would like complete information 
about Dry-Zero and how you can use it in 
selling Dry-Zero insulated refrigerators, 
drop us a postcard. There is no obligation 
whatever. Just mention the refrigerator you 
are selling and address Department 213, 
Dry-Zero Corporation, Merchandise Mart, 
Chicago, Illinois. Canadian office, 687 Broad- 
view Avenue, Toronto, Ontario. 


DRY: ZERO 


REG. U.S. PAT. OFF. 
THE MOST EFFICIENT 
COMMERCIAL INSULANT KNOWN 















Looking for a 


sure-fire 


CAMPAIGN ITEM 


The Silex Jr. glass coffee maker 
serves as a marvelous campaign item 
because it features Pyrex brand, heat- 
proof glass, “quick cooling” stove (see 
below) with 550 watts rating . . . plus 
a better, easier, surer method of making 
coffee. 

Reports from our men in the field 
indicate that some central station com- 
panies rate Silex electrical units as the 
No. 1 load builders in the table ap- 
pliance line. 

NEW 

Silex introduces bakelite handles, 
neck collars and stove bases in black 
or Red coloring, thus making the line 
the most colorful appliance line in your 


showroom. And you know how color 
helps to move merchandise. 


Because of its broad acceptance the 
Silex Jr., in 6 or 8 cup sizes, presents 
what is probably your best table ap- 
pliance load builder. May we suggest 
campaign plans, either direct or through 
our distributors. 





Only 
Silex gives 
automatic 


timing of 
infusion 


FALE Xn. 


‘Gem Mat Bes G8 Ps Oe 


GLASS COFFEE MAKERS 


$4.95 


with PYREX brand glass 
write today to 
THE SILEX CO., Hartford, Conn. 














PAGE 64 








The Meier & Frank electric demonstration kitchen, 
under the direction of Miss lrene Kerr. 










HE slogan “Give the Cus- 
tomer What She Wants” has 
found a good many critics, 
who take it to mean a lax attitude 
toward credits and a wholesale ac- 
ceptance of reverts. But there is a 
different interpretation of the maxim, 
which is not so easily assailable as that. 

Meier & Frank of Portland, Ore- 
gon, have long been famous for the 
adoption of just such a slogan. When 
asked to express exactly what this 
attitude toward customers means 
when translated in terms of electrical 
appliances, Albert Jasmann, manager 
of the housewares and hardware de- 
partment, expressed it like this: 

“Have what the customer wants, 

“Give the customer the benefit of 
the doubt. 

“Do something about every request 
that is made.” 

The policy of knowing what the 
customer wants means keeping up to 
date and carrying a wide stock. Not 
for this firm is the system of concen- 
trating on one make of electric re- 
frigerator or washing machine. Not 
every woman has the same picture in 
her mind when she comes to make her 
purchase. It would perhaps be pos 
sible to convince her of the desirability 
of the one make the store happened 
to carry, but, in Mr. Jasmann’s opin 
ion, this would not result-in perman 
ent satisfaction. He is williag to ad- 
mit that those who sell one line only 
may do a better job of selling in that 
one line, but for sheer volume and for 
real satisfaction of the customer, he 
believes in the wide assortment. The 
firm carries seven makes of refrigera 
tors and does an excellent business 
in this field. Usually they advertise 
these makes separately, but last spring 
they staged a real refrigerator event, 
with a show of “The Big Seven”, 
and proved that it was possible to give 
a performance in which all members 
of the cast are stars. 

Letting the customer know what 
the store has to offer is a corollary to 


1 FAME 
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Cc. E. WALBERT 
Manager, Stove and Refrigerator 
Department, Meier & Frank, 
Portland, O. 


ALBERT JASMANN 
Manager, Housewares and Hard- 
ware Department, Meier & 
Frank, Portland, O. 





this policy. This means advertising, 
and big time advertising at that. No 
other firm takes so much space in the 
Portland papers, or does so much out- 
side publicity work, from radio adver- 
tising to tying in with conventions 
and local events. And the electrical 
department sees to it that there is 
something worth advertising going on 
at all times. Cooking schools twice a 
week, lectures on household problems, 
contests, demonstrations, electrical 
shows—sometimes two or three events 
will be running at the same time. 

Giving the customer the benefit of 
the doubt is another way of express- 
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By 
Clotilde Grunsky 
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ing the fact that “the customer is 
always right” at Meier & Frank’s, or, 
at least, like the Captain of the Pina- 
fore, almost always. And here, of 
course, we reach debatable ground. 
There is no question but that the 
store goes to lengths in taking back 
equipment with which the customer 
is dissatisfied to which a smaller in- 
stitution could not go. But the loss 
from this source is usually greatly 
exaggerated. In the first place, care is 
taken in the initial allowance of credit. 
And then, secondly, it is frequently 
possible to “do something about it” 
without actually accepting the revert. 

Which brings us to the last and 
perhaps the most important item in 
this statement of policy. For the es- 
sential element in the _ relationship 
which Meier & Frank is trying to 
establish with its customer is the feel- 
ing that the store is really concerned 
about the customer’s problem and that 
it will go to considerable lengths to 
help solve it. 

Has the customer seen an article 
somewhere that she would like to 
duplicate? The answer is never, “But 
we do not carry it in our stock”. The 
article is located for her, if it is hu 
manly possible to obtain it. Is the re 
frigerator purchased unsatisfactory ? 
The first step, of course, is to find out 
why. It may be that all that is needed 
is an adjustment, or the addition of 
a few shelf accessories, or it may be 
simply that box is too small. The sin 
cere endeavor to satisfy a complaint 
sometimes leads to the sale of larger 
equipment. 

The electrical kitchen which, under 
the supervision of C. E. Walbert of 
the stove and refrigerator department, 
has become a unique institution in 
Portland, is an embodiment of this 
idea. With Miss lrene Kerr in charge, 
it has become a bureau of household 
advice to which thousands of women 
turn when problems arise. 

The kitchen itself is arranged with 
the latest conveniences and carries out 
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the principles of labor saving and mo- 
tion study. Also it is an attractive 
Jayout from a color standpoint. Nor 
does it remain long the same. Equip- 
ment is changed as new articles come 
on the market, or as it seems advisable 
to feature the usefulness of some new 
appliance. Colors also are changed, 
usually about twice a year. Just about 
the time everybody in town was copy- 
ing the striking canary yellow kitchen, 
which was one of the early designs, 
for instance, Miss Kerr developed a 
background in which rose color pre- 
dominated. Whereupon rose color be- 
came fashionable everywhere. 

Many stores employ a style expert 
to advise their women shoppers in the 
selection of clothes. Miss Kerr might 
be looked upon as a style expert in 
kitchens. From the start it was an- 
nounced that customers might turn to 
her for advice—and the offer has been 
interpreted liberally. 

Generally two talks are given a 
week. The kitchen is located centrally 
in the midst of the range and refrig- 
erator department, but space enough 
is left so that the floor equipment can 
be moved aside for the placement of 
chairs. About fifty can be seated. Usu- 
ally there are a dozen or so others 
standing about the aisles. These are 
not simply cooking talks, although re- 
cipes are always matters of interest to 
women. But Miss Kerr counsels with 
housewives over any household prob- 
lem which may confront them. At 
one time, she may discuss the setting of 
a table for a formal dinner, at another 
the making of clothes at home. Home 
canning, home lighting, refrigerator 
meals, anything which pertains to the 
home is within her province. 

In addition to these events which 
are staged in the kitchen itself, there 
is a weekly cooking school held in 
the store’s auditorium in cooperation 
with the. Portland Oregonian. There 
are, too, the special shows and con- 
tests which are forever going on and 
in which Miss Kerr and her kitchen 
usually bear an important part. There 
was, for instance, the home dress- 
making display, and the refrigeration 
show. There was also the electrical 
show in the spring, which was so suc- 
cessful that it may be made an an- 
nual event. At one time a contest was 
staged by the refrigeration depart- 
ment, the basis of which was a guess 
as to the length of time milk will 
keep sweet under electric refrigeration. 


PROCTOR 
offers you 


GREATER PROFIT 
per 
IRON SALE 


Hold up your iron plans until 
you see Proctor’s 10-Point 


Profit Plan in the March issue. 








THE 


HAMILTON BEACH LINE 


OFFERS A REAL OPPORTUNITY 








New No. 10 
Model 
$57.50 

attachments 
$6.00 


Equipped with powerful 2-speed mocor. 
Nozzle adjustable to 5 positions with toe- 
action adjusting lever. Swiveled rear wheels 
provide finger-tip control. Motor - driven 
brush cleans with beating-sweeping-suction 
action. Retail price of $57.50 allows an 
exceptionally good margin for promotion 
and profit. 





HAND CLEANER — With powerful suc- 
tion. Carefully balanced for ease of opera- 
tion. Has improved moth preventive me- 
thod approved by Good Housekeeping In- 
stitute. An established Hamilton Beach 
sales success. Retail price $13.50 





SAFETY NIGHT LIGHT — Gives a soft 
mellow light—does not interfere with sleep. 
Fits any lamp or wall outlet. Costs 2¢ a 
month to burn all night. A fast turnover 
counter item. Retails for $1.00. 
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NEW FOOD MIXER—Never have you been able 
to offer a food mixer retailing below $20.00 that 
has all che selling features of the new Hamilton 
Beach—57% more power than previous model . . . 
No radio interference . . . One hand portable op- 


eration . . . Bowl control . . . One piece guarded 
beaters . . . Tilt-back motor . . . Patented tapped- 
field speed control . . . Practical labor-saving at- 
tachments . . . New streamline beauty . . . Retail 


price $18.75. (Western price $19.75)—attachments 
extra. 








The Hamilton Beach line is distrib- 
uted on our clean-cut Jobber-Dealer 
policy. Department stores, public util- 
ities, dealers, large and small—must 
buy through a wholesaler. We are 
100% for price maintenance—and a 
full profit on every sale. 

Hamilton Beach products are loaded 
with selling features and backed by 
national advertising. Starting in Feb- 
ruary, Hamilton Beach advertisements 
will reach millions of readers every 
mc..'. Good Housekeeping, Ameri- 
can Magazine, Women’s Home Com- 
panion, Better Homes and Gardens, 
American Home and The Saturday 
Evening Post will form the backbone 
of this campaign. All inquiries from 
our advertising are referred to dealers 
— we take no orders. 

Window displays, folders, newspaper 
mats and other tie-up material are 
furnished free to dealers. 

Get behind this well-known quality 
line. Take advantage of the profit 
opportunity offered by our national 
advertising, dealer helps and profit- 
protecting policy. Order from your 
wholesaler. HAMILTON BEACH 
COMPANY, Racine ,Wis. 








aR 


SEWING MACHINE MOTOR—Makes any 
treadle type sewing machine into an elec- 
tric. No installation required. Speed con- 
trolled by foot rheostat. Retail price com- 
plete, $12.50 (western, $13.50). 


attachments 
$6.00 


A full size motor-driven beating brush 
cleaner with unusually strong suction. Light 
in weight—easy to operate or carry. Ham- 
ilton Beach Quality throughout—an out- 
standing value. Retails for only $34.75 — 
yet carries liberal discounts. 


\ 





HAIR DRYERS—The New No. 5 supplies 
a gentile blast of either warm or cool air. 
Light in weight—and retails for only $7.95 
(western price $8.45). Stand Type No. 3 
$14.00 (western, $14.50). Heavy Duty No. 
2, $16.50 (western, $17.00). 





VIBRATORS—In two models. One with 
Universal constant speed motor—the other 
regulated for 7 speeds. Valuable Health 
Booth with each set. Retail price, $13.50 
(western, $14.00). 
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PART 


are 4 columns — 48 inches to a page) 








SERVICES 
AND 


ACCESSORIES 


UNDISPLAYED RATE: $1.00 per line per insertion. Minimum charge $4.00. (First line 
in small black face type). Fractions of a line count as a line. Discount of 10% if full pay 
ment is made in advance for 4 consecutive insertions of undisplayed ads 

DISPLAYED RATE: 1 inch—$12.00; 4 inches—$11.50 per in.; 8 inches—$11.00 per in. ; 
12 inches—$10.50 per in. (An advertising inch is measured vertically on one column. There 

















ARMATURE REWINDING 


Vacuum Cleaner and Midget Armature 
rewinding specialists. Field coils, Growlers made to 
order. Reasonable prices. Atlas Armature Rewinding 
to., 16 Lafayette Ave., Brookiyn, N 


BAGS 

Vacuum Cleaner Dust Bags 
We manufacture the best Dust-Proof Bag for the 
lowest price in quantities. Universal Males Syndicate, 
Inc., 118 North Warren Street, Trenton, N. J 








Just OUT 


New 1935 
CATALOG of 


Vacuum 
Cleaner 
PARTS! 


48 Pages! 
Illustrated 


The most complete 
catalog ever issued 
on rebuilt cleaners 
and parts! Con 
tains 48 pages — 
peched with parts 
istings and prices 


Send for this Also prices on armature 


rewinding, washing ma- 





Ri NEW swnursnCe 





CATALOG! chine rolls, etc. A com 
4 plete manual—be sure 
IT's FREE! and get your copy! 





RE-NEW SWEEPER CO. 


3256 Gratiot Ave Detroit, Mich. 





WRINGER ROLLS 

Grubbs’ Getter Wringer Rolis 
Softer, wears longer. Washer parts—Motors—Vacuun 
cleaner bagy—Helts. Kasil E. Grabbs, Greenville, Ohio 


NEW ADS 


New advertisements for the March issue of Elec 
trical Merchandising should be received at our New 
York office by February 28th to insure publication 





Replacement 


DUST BAGS 
for all makes of 
Vacuum Cleaners 


Note these advantages: 
Expert Stenciling 
Instant Fasteners 
Choice of Colors 
Highest Quality Twill 


Sample and prices om request 


The Ohio Textile Specialty Co. 
3440 W 54th St., Cleveland, Ohio 























ARMATURE 
REWINDING 


Write for prices and catalog 


We Stock Vacoum Cleaner Parts 


WILLMAN ELECTRIC 


2554 Sturtevant, Detroit, Michigan 

















Dealers & se Send for 64 Page 
om @e > PARTS CATALOG 


ey EHS 00% oo MUUt ONS co. 


CHICAGO, ILL. 











UNDISPLAYED RATE—Per word 

Posstions Wanted (salaried employment only) 
10 cents a word, minimum ene $2.00 an 
insertion, payable in advance. (See @ on 
box mamber:s.) 

Posutions Vacant and all other classifications 
(including Agents, Salesmen, Distributors, 
Representatives advertising), 15 cents a word, 
minimum charge $3.00 an insertion. (See 
@ on box number:.) 

Discount of 10% if full payment is made in 
advance for 4 consecutive insertions of yn 
displayed advertisements 








SEARCHLIGHT 
SECTION 


“OPPORTUNITIES” 
SALES EMPLOYMENT 
BUSINESS — MERCHANDISE 


DISPLAYED RATE—Per inch 


1 inch $8.00 per inch 
2 of 3 inches 7.80 per inch 
4 to 7 inches 7.60 per inch 


Rates for larger spaces on request. An adver 
using inch 1s measured vertically on one 
column. There are 4 columns — 48 inches 
to a page 

Box Nambers—Care of Electrical Merchandis 
ing’s New York, Chicago or San Francisco 
offices count as 10 words additional in undis 
played ads. Replies forwarded without charge. 











WANTED 


Surplus Stocks Bought for Cash 
Electrical supplies, lighting fixtures, motors, condulet 
wires, etc W. 542 Electrical Merchandising, 330 West 
find Street, New York (ity 


Washing Machines Wanted 
Will buy stock of discontinued models or surplus 


stock, large or small lots. W. 543 Electrical Merchan 
dising, 330 West 42nd Street, New York City 





ELECTRIC MATCH 
INVENTION 
To be known as a new kitchen and 
furnace appliance ; for sale or license ; 
simple, inexpensive; seek party to 
finance; easy terms. 
R. B. Whieman, 2 Rector Street, New York 








The | 
FULCRUM 


"G™ ME a fulcrum on which to rest my lever.” said Archi- 
medes, “and | will move the world!" 

The great mathematician of ancient days was forced to sigh in 
vain for his fulcrum, but the appliance dealer, like other modern 
business men, has found one with which he can and does move 
the business world. 


That fulcrum is called EXPERIENCE! It is the record of all that 
has been tried and proven in mastering the business of selling elec- 
trical appliances. It saves your money and conserves your time. It 
enables you to begin your sales methods where those of other 
dealers left off and build upon the results of their success. 

Testing a new sales idea, a novel collection plan, a new way 
of training salesmen may be exciting, but it takes time and costs 
money. The most successful dealers in appliance selling follow the 
trails of those who have arrived! They add their own ingenuity and 
sales ability to the experiences of other successful merchants. 

If we could show you, for instance, how the Tennessee Electric 
Power Company sold 17,000 electric flatirons in a three months 
campaign, wouldn't you rather adapt their method to your business 
than experiment with an untried idea? 

lf we were to show you a plan by which the Hogg Brothers 
Appliance Company sold 50 washing machines and 25 refrigera- 
tors a month in 1934 by outside canvassing, wouldn't you be inter- 
ested in trying it? 

lf we can give you actual, store-tested ideas for collecting 
accounts, making window and store displays attractive, training 
salesmen, making a service department pay, reducing overhead, 
and increasing appliance sales and profits, wouldn't you gladly 
give them a trial? 

That is the whole purpose of Electrical Merchandising. It is 
published for the electrical, radio, hardware and furniture dealer, 
the department stores and utilities that are selling electrical appli- 
ances. From cover to cover each monthly number is packed with 
the kind of information that will help you make more money in 
1935 if you'll adapt them to your store. 

like this copy future issues of Electrical Merchandising will be 
printed in two-color rotogravure in this convenient size. Skilled Edi- 
tors make certain that the latest, most successful sales methods in 
the appliance field are fully described every month in the year. Why 
not invest a few cents a month in greater appliance profits this year? 





FOR YOUR CONVENIENCE 


Enclosed with this issue is a handy subscription order 





~ DISTRIBUTORS WANTED 
for 
MORRILL ELECTRIC VACUUM CLEANER 


Enclosed filter type. High Vacuum 
Four models. Many outstanding sell 
ing points 
Write for propomtion 
MORRILL & MORRILL 
ew York, ? 


0 Chureh St 














“Opportunity” Advertising: 
Think 
“SEARCHLIGHT”’ 
First 








cord. If you ore not already ao personal subscriber, fill 














in the card and mail it today. A year's subscription costs 








$2 or o two year subscription only $3. Don't delay a 














minute longer 


Mail the card at once. 
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The Price Lure and Selling 





features, this appears to be a splendid 
place to pay tribute to a large washer 
manufacturer who is still doing a nice 
volume of business on a washer sub- 
stantially the same in appearance as it 
was five years ago. This manufacturer 
is doing a splendid volume by special- 
ty selling. For a long period only a 
small percentage of his business was 
obtained from the department stores 
because he was not tempted by a 
promise of large volume predicted up- 
on a price concession. This washer is 
now more popular in the department 
stores that are merely continuing to 
“cash in” on what they themselves 
term, “a reservoir of prospects ready 
for a washer”. 

These master merchandisers ask for 
discrimination, and appeal to the man- 
ufacturers to refrain from selling 
Tom, Dick and Harry. But I can re- 
call when the Maytag washer was 
sold almost entirely by specialty deal- 
ers. It was then common practice for 
a department store buyer, with the 
sanction of his superiors, to go out and 
bootleg all the Maytag washers he 
could obtain. If I had a dollar for 
every Maytag washer bootlegged 
from a department store after defac- 
ing the serial number on the name- 
plate, I believe I could forget all 
about business problems. I and many 
others who have called on department 
store buyers have had the experience 
of being offered a bonus to locate a 
car or two of Maytag washers which 
could be bootlegged into the depart- 
ment store and sold at cut prices. Rec- 
ords substantiate the story of the 
Maytag Company receiving orders for 
two carloads of washers to be shipped 
to New York, supposedly for export. 
The orders originated in an export 
office and the names of the boats on 
which the shipments were to be made, 
were indicated on the orders. It is un- 
derstood that one of the cars appeared 
soon after at a cut price sale in a 
large Boston department store while 
the other showed up at a department 
store in Ohio. This is-cold blooded 
history which cannot be forgotten 
when the washer manufacturers are 
charged with responsibility for the 
situation which exists today. 

It is not enough to outline what I 
believe are some of the main causes 
for this critical condition in which we 
find the cat. She must be given some 
sort of a hypodermic which will re- 
store her to her former back fence 
reign of popularity. 

The manufacturers have been 
charged with paying too much atten- 
tion to the mail order prices. This 
particular brick should be directed to 
the department store whose constant 
appeal is for merchandise which, they 
can buy in dozen lots (or less) at a 
price lower than that which the mail 
order house is paying its source of 
supply on a contract of some 50,000 
or 100,000 units. 

There were Buyers in attendance at 
the 1935 National House Furnishings 
Show who were simply shopping for 
prices. They showed no regard for 
new designs and features. Fortunate- 
ly, they were in the minority and the 
smart merchandisers will give them a 
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good licking in profits if not in unit 
sales. 

There appears to be no good reason 
why washer prices cannot be stabilized 
at slightly higher levels if other mer- 
chandisers will concede the mail order 
stores their place in the picture and 
not try to undersell them. Certainly, 
the manufacturers cannot be expected 
to overcome a situation which will 
continue to be governed by mark up 
differentials in the various classes of 
retail outlets. It appears to be more 
of a retailer's problem. I believe any 
large department store can compete 
with the mail order houses in buying. 

THE REAL COMPETITION 
APPEARS TO BE IN RETAIL- 
ING. Taking this as a fact, it surely 
should exonerate the manufacturers 
from responsibility for the present sit- 
uation. 

One of the houseware publications 
made a survey of a number of depart- 
ment stores which reported a strong 
attitude of discouragement on the part 
of salesmen. The salesmen appeared 
to have a negative complex. Custom- 
ers were interested chiefly in price 
specials. There was small remunera- 
tion incentive left to incite real sales 
enthusiasm, the acknowledged prime 
essential. Proper sales presentation of 
well selected lines will enable the de- 
partment store to sell good merchan- 
dise at higher prices than the mail 
order houses. 

A rock is thrown at the furniture 
dealer by accusing him of going into 
the washer business on a“‘borax basis”. 
This may be true in some instances 
but I believe the tactics of the furni- 
ture trade have been as ethical as those 
of the department stores. The furni- 
ture stores have had the advantage of 
a higher class and better paid sales 
personnel which was capable of sell- 
ing the customers up to higher priced 
models. It is agreed that the furniture 
dealers’ average sale on washers has 
been much higher than that of the de- 
partment stores. 

Not so long ago retailers of 
almost every classification were criti- 
cal in denouncing the merchandis- 
ing tactics of the public utilities. 
The attack became so bitter that 
two states legislated against utility 
merchandising of appliances. And yet, 
there is perhaps no class of electrical 
retailer which has been more consci- 
entious in maintaining list prices than 
the public utilities. They have fea- 
tured good quality merchandise at re- 
spectable prices. I know of cases where 
utilities have entered into “gentlemen 
agreements” whereby they agreed not 
to give premiums with washers, and 
within a short time the department 
stores were offering premiums con- 
sisting of all essential laundry equip- 
ment from drain tubs to clothes pins. 

We seem inclined to worry too 
much about what others are doing in- 
stead of working out our own salva- 
tion. Dealers of all classes, merchan- 
dise managers, buyers, distributors 
and manufacturers should recognize 
the fact that we all have our individ- 
ual problems but let us accept them 
individually and not “pass the buck” 
onto the other fellow. 
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FLEXIBLE CORDS 
OF ALL TYPES 


° 
Silk Covered - Cotton 
Covered - All Rubber 
Sheathed . . . including 


SUPER SERVICE 


NE CTovolome Go) o}bt-balel-Iets 
no more satisfactory 


» than its CORD 
is Sewrtcealle 













Too commonly the Cord has been the weak 
link in the chain, to the disgust of the user 
and the detriment of the appliance . . . The 
good will standing of your product is too valu- 
able an asset to be jeopardized. A good cord 
should be a featured item of the product ser- 
viceability on which you build your business. 
it is more economical in the long run 
. ++ General Cable Cords are of that 
quality which will make for complete 
customer satisfaction. 





— 





GENERAL CABLE CORPORATION 














“No, madam... 





- ++ no exposed wires in this 


Put this sales 
campat gn to 
work for you- 


Dealers everywhere 
who have tried it re- 
port big results. The 
coupon brings the 
details. 





CHROMALOX 


RANGE UNIT... !” 


Nothing but a clean, flat upper surface, easy to wipe and impossible to 
injure by spilled food. The heating element is embedded in a refractory 
material, completely encased in a chrome alloy metal sheath and com- 
pressed wnder hydraulic pressure. Thus you get a smooth metal-co-metal 
contact with cooking utensils, which assures maximum cooking speed 
and minimum current consumption. 

This construction is only one of the many points which are helping 
dealers to cash in on replacement business with fast-cooking Chromalox 
Range Units. Every range owner is a prospect. Practically every one who 
tries a demonstration unit is a sure sale. And almost every sale brings 
more orders from neighboring range owners 

No need to stock up with a number of sizes—adaptor rings take care 
of chat detail. 

Send in the coupon below with your letterhead, and get the full story 


ee 


EDWIN L. WIEGAND COMPANY 
7525 Thomas Blyd., Pittsburgh, Pa 


Without obligation, send us complete data about Chromalox Super Specd 
Replacement Range Units and bow we can make money selling them. Ther: 
are approx eler. ranges in the territory we serve. Check whict 
() We sell elec. range (J We do not sell elec. ranges () Send u 
catalogs about Chromalox-equipped electric range 


Position 
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OHIO solves 
another appliance 
brush problem 
for you !!!! 


Universal Service Kit No. 3 


Contains 19 sizes of brushes—five sizes of springs and 
four sizes of oil wicks which will fit 131 makes of appli- 
ances such as vacuum cleaners, washing machines, ironers, 
pumps, fans, food and drink mixers, office appliances, heat 
regulators, cash registers, drills, buffers, barber equip- 


ment, etc. 


New! Different! Up To Date! 


This kit is truly universal in its application because of 
the standardization of brush lengths to one inch. To fit all 
nationally known equipment, it will be neccessary in some 
cases to shorten a brush slightly but the width and thick- 
ness will not have to be changed. 

You can readily ascertain by observation which spring 
or oil wick is to be used as well as figure out further varia- 
tions of these stock sizes to fit practically amy application 


in the fractional horse power field. 


and thicknesses may be altered by judicious use of sand- 


paper or grinding wheel. 


Supplies Motor Brush Replacements to fit 
practically every Known Make of Appliance 


THE 


12806 BEREA ROAD 


COMPANY 


CLEVELAND, OHIO 


ORDER FROM YOUR JOBBER OR MAIL COUPON! 


Cleveland, Ohio. 
Gentlemen :— 


The Ohio Carbon Co., 12506 Berea Road, 





If necessary, widths .- 


Please send me complete details about your Universal Service Kit No. 3, including 
list of nationally known makes of appliances which can be fitted. 


Name 
Address 
City 


State 
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New Positions of the Month 





nouncement issued today by G. Stre- 
linger, Leornard sales manager. Mr. 
Ludington came to Leonard in Janu- 
ary, 1931, after ten years as a special 
factory representative for Rex Mfg. 
Co., of Connersville, Ind. Since July, 
1932, he has been assistant to Mr. 
Strelinger. This position will be as- 
sumed by R. G. Nelson, Mr. Stre- 
linger’s statement said. 

The territory placed under Mr. 
Ludington’s supervision includes Buf- 
falc, Rochester, Syracuse, Bingham- 
ton and Albany, in addition to Pitts- 
burgh, Pa., and Burlington, Vt. 


Kelvinator 


Announcement of the appointment 
of H. L. Schmutz as supervisor of 
major retail store activities in the 
mid-west has been made by V. J. Mc- 
Intyre, manager of the major retail 
outlets division of Kelvinator Corp- 
poration. 

Mr. Schmutz has been active in the 
refrigeration field for the past four- 
teen years in both retail and whole- 
sale capacities at Chanute, Kan., St. 
Joseph, Mo., Omaha and Kansas City. 
For the past three years he has been 
associated With the Jenkins Music 
Co., Kansas City, as general manager 
of the radio and refrigeration depart- 
ment. 


American Standards 

A. R. Small, President of Under- 
writers’ Laboratories, Chicago, has 
been elected a member of the Board 
of Directors of the American Stand- 
ards Association. He represents the 
Fire Protection Group and the elec- 
tion is for the three-year term begin- 
ning January 1, 1935. 


Philadelphia Electric Association 

At the election of the officers for 
1935, C. K. West, vice-president of 
the General Electric Company, was 
elected president of The Electrical 
Association of Philadelphia for 1935. 
Mr. West, who previously served as 
vice-president succeeds H. P. Liver- 
sidge, vice-president of the Philadel- 
phia Electric Company, who served 
as president for four terms. 

George E. Whitwell, vice-president 
in Charge of Sales of the Philadelphia 
Electric Company was elected vice- 
president; M. E. Arnold, of the M. 
E. Arnold Company, secretary; and 
Philip H. Ward, Jr., of the Ward 


Electric Company, treasurer. 


Edison GE Appliance 

A. H. Jaeger, formerly assistant to 
Pierre L. Miles, general sales man- 
ager of the Edison General Electric 
Appliance Co., has been appointed 
manager of the company's water heat- 
er sales division. Announcement of 
other changes in the sales organization 
was made at the winter meeting of 
Hotpoint district managers and sales 
specialists held recently in Chicago. 
Mr. Jaeger has been succeeded by 
DD. C. Marble, manager of the Cen- 
tral Northwest District. H. K. De- 
wees, manager of the Southwestern 
District with headquarters at Dallas, 
has been placed in charge of the Cen- 
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tral Northwest District. To fill the 
vacancy at Dallas, Hotpoint officials 
have named J. T. Nee, formerly 
water heater sales representative in 
the Atlanta District. 


K. C. League 
C. H. McClean, manager of the 
western district of the Graybar Elec- 
tric Co., was elected president of the 
Electric and Radio Association, at the 
annual meeting held recently in Kan- 


sas City. 

Mr. McClean is an enthusiastic 
golfer. Bowling in the wintertime 
keeps him in condition for his fav- 
orite outdoor sport. 


Potter 

John C. Bonning, formerly Vice 
President of Landsheft & Bonning, 
Inc., Buffalo Advertising Agency, has 
been appointed merchandising director 
of the Potter Refrigerator Corpora- 
tion, according to an announcement 
by T. Irving Potter, president of that 
company. 

Mr. Bonning’s background embrac- 
es over twenty years experience in 
all phases of sales and advertising— 
both in agency and industrial fields. 
His contact with refrigeration dates 
from 1920, when he prepared the 
advertising for the well-known Jewett 
ice refrigerators of that time. 

For the past three years he has 
handled the account of the Potter 
corporation for his agency. 


Crosley 


A. G. L. Lindsay has been appoint- 
ed manager of the foreign depart- 
ment of the Crosley Radio Corpora- 
tion by Powel Crosley, Jr., president, 
to succeed the late C. J. Hopkins. 
Mr. Lindsay is widely known in the 
export field and has personnaly cov- 
ered intensively all important foreign 
countries throughout the world, in all 
of which he has many personal and 
business friends. Until recently Mr. 
Lindsay was vice president of Associ- 
ated Radio Industries and Refrigera- 
tor Products Company, of New York, 
exporters of radio sets, electric refrig- 
erators and parts. 


Electro Master 

Walter C. Ayers has been appoint- 
ed to the position of sales manager for 
Electromaster, Inc., Detroit, accord- 
ing to an announcement by Gerald 
Hulett, vice president of the company. 

Mr. Ayers has been a member of 
Electromaster’s Executive Sales Staff 
for several years. He will continue 
his contacts with power utilities of 
the country. 


Signal 

Signal Electric Mfg. Co.,.Menomi- 
nee, Michigan, manufacturers of elec- 
tric fans, portable drills and fraction- 
al horse power motors, announces the 
appointment of H. R. Hopkins Com- 
pany, 95 Fairmont Avenue, Philadel- 
phia, Pennsylvania, as their direct fac- 
tory representative for that territory. 
This appointment was effective Janu- 
ary 15. 
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MRS. OGRADY 





No matter where your prospects come from, some recognize in Kelvinator the maximum selling help 


one of helvinator’s 19 models will exactly meet the that can be packed into a product. Famous Kelvin- 
need and fit the budget. Careful study of the market, ator features, known Kelvinator quality, proved free- 
ui an experience covering more than 20 years, has dom from service trouble, ultra-modern refinement 


f enabled Kelvinator to accurately gauge consumer of line and finish —all help to cut sales resistance to 
_~_ needs and to build a line which will permit of the the minimum. And, of course, Kelvinator has pre- 
most complete merchandising to the entire market. pared complete sales promotion plans for every type 
of retail outlet, including the exclusive Kelvinator 
METER-ATOR Plan which has been proved the 


most eflective prospect-closing device in the refrig- 


Any dealer or merchandise manager will be quick t 





eration industry. 





For a bigger and better refrigeration business in 
1935 inquire now about a Kelvinator franchise. . . . 
KELVINATOR CORPORATION, 14250 Plymouth Road, 
Detroit, Michigan. Factories also in London, Ontario, 


and London, England. 
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